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SAinnouncing 
our 1925 new business idea 


PINE SC 
feels R 
KITCHENS 


This new merchandising plan will bring well-known and popular lines as NESCO 
new trade to hardware wholesaler and OIL COOK STOVES and NESCO 
retailer. It will increase your sales not ROYALENAMELED WARE —but also 


only of Nesco Products—including such of other lines of merchandise you carry. 


RETAILERS: — Write to us for detailed information about the book 
“Nesco Better Kitchens” and our new window display material. 
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NE of the most overworked words 

in the English language is the above 
word, “service.” It has covered a multi- 
tude of sins in its day, for every business 
enterprise vows to be “at your service.” 
To the Frantz Manufacturing Company, 
the seven letters, S, E, R, V,I,C, E, com- 
pounded do not spell “‘service”’, but co- 
operation. Frantz cooperates with dealer 
representatives to see that consumers of 
its Orange-Labeled products receive per- 
fect satisfaction. What morecan anyone 
ask than to open a package of Frantz 
Hardware, find an orange guarantee, and 
after purchasing the goods on the strength 
of the guarantee, have them prove to be 
of expert workmanship and quality? 
And besides, Frantz furnishes electrotypes 
and imprinted circulars for advertising 
purposes, free of charge. Write Depart- 
ment HA-2 for a catalog of the items 
covered by the orange label. 


FRANTZ MEG. CO. 


STERLING, ILL. 
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The demand has been tremendous 
but we can still fill your order 


for this PYREX Tenth Anniversary 
: Window Display! 
yes over the country retailers have been quick to tell us that they 


want to take part in the January-F ebruary part of the Pyrex An- 
niversary Program! Daily we’ve been shipping out 





1.—A stunning display panel for window-selling; 
2.—Cook Books for free distribution; 


3.—Broadside for window— 


which invites your patrons into your store for Cook Books, and shows in 


enlarged form the striking four-color page appearing in the Ladies’ Home 
Journal for February. 


And we can still take care of you, if you'll fill in the coupon below and put it in the mail today! 


1925 is enn ee anne anna anna nnn nnen nena nnn nen nennnennnennnnns; 


PYREX 10th CORNING GLASS WORKS 


ANNIVERSARY 

Watch for 
Announcement 
March Ist! cP RE RE UE Ie 


PYREX Sales Division, Corning Glass Works, Corning, N. Y. 
W orld’s Largest Makers of Technical Glassware. 


We will cooperate with your Jan.-Feb. Advertising and Sales Plan. 
Send Display Material and Cook Books. 
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We will blanket the 


country with Columbia 
Dry Battery advertising 


DURING 1925 the great weekly and 
monthly magazines will print and put 
into circulation the enormous total of 
51,902,812 Columbia Eveready Dry Bat- 
tery advertisements. Among these pub- 
lications are The Saturday Evening 
Post and the most widely read mechan- 
ical, technical, juvenile, motor boating, 
fishing and farm publications. There 
will also be a long list of newspapers in 
which Columbia Evereadys will be 
advertised. To secure maximum effec- 
tiveness the advertising copy for each 
class of publication will be most suitable 
for the particular field it covers. 

A campaign of such tremendous force 
as this must mean something to every 
dealer in the United States. It will 
reach into every state and county, cov- 
ering cities, towns and villages every- 
where. Its influence on retail sales will 
be immense. 

This year more than ever before 
events will demonstrate that dealers who 
handle dry batteries will find it profit- 
able to stock, display and sell the Colum- 
bia Eveready. To profit most from this 
advertising be sure to use our store and 
window display material. Sent free on 
request. 

Order from your jobber. 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, INc. 
New York San Francisco 
Atlanta Dallas Kansas City 
Canadian National Carbon Co., Limited, Toronto, Ont. 


Columbia 
EVEREADY 
Dry Batteries 


-they last longer 


Chicago 
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Increase Your Saw Sales 


Let us help you sell this saw 
to Scouts and other boys in 
your town. 
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Profits for You 
A big opportunity for saw 
sales is in every town 
among the boys who 
love to work with 
fine tools. 
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Try 
This 
Plan 


Place a stock or- 
der for a dozen or 
more Atkins Junior 
Mechanic Saws. Send 
us lists of Scouts and boy 
mechanics which you can 
obtain from manual training 
schools and other sources. 
Send these lists to us at Indian- 
apolis and we will write letters, 
enclosing imprinted literature with 
your name to each prospect. 


Take Advantage of This Offer 


We want to cooperate with you and will welcome 
an opportunity to put strong direct advertising 
efforts back of your saw sales. 


Specifications of Junior Mechanic Saw: 20 inches 
long, 9 points, straight or skew back, taper ground, 
highly polished; handle mission stained, full carved, 
attached to blade with nickeled screws and medallion. 


E. C. ATKINS & COMPANY 


Established 1857 “THE SILVER STEEL SAW PEOPLE” 
Home Office and Factory: INDIANAPOLIS, U. S. A. 
Canadian Factory: Hamilton, Ont., Can. 


BRANCH HOUSES: 
Atlanta Memphis New Orleans Portland Seattle Paris, France 
Chicago Minneapolis New York San Francisco Vancouver, B. C. Sydney, N. S. W. 
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Your Big Chance 
This is the time 
of the year to 
go after this 
trade and we 
will help 
you get 
the busi- 
ness. 
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BIGGEST EVENT IN HARDWARE 


ALIN COINNENTTION 
an? [a <I UUION 


PENNSYLVANIA AND 
ATLANTIC SEABOARD 
HARDWARE ASSOCIATION 


spears gs SOA | 


The, Millis Dollar aS Fine 
America's ‘Greatest Hardware Market 


















































| 
PHILADELPHIA’ COMMERCIAL MUSEUM | 
FEBRUARY. 17-18-19-20, 1925 : 
SHARON E.JONES, Secy-Treas, WesleyBldg. PHILADELPHIA | 














SALES 1924 EXHIBITION THREE MILLION 
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Equip yourself with Osborn Blue Handle 
Household and Personal Use Brushes, and this 
new Osborn Display Stand—and you will be 
able to get a steadily increasing share of the 
brush business that is now going to the house 
to house canvassers. 


There is a very definite workable plan back of 
this Osborn campaign to keep the brush busi- 
ness in the hands of the legitimate distributors 
and dealers—and the plan is working out very 
profitably in hundreds of stores. 


This window and counter 
display stand will work for 
you. Ask us, or any Osborn 
distributor. 
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and [his Display 
You Can 
Successfully 
Combat the 
House to House 
Canvassers 
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Osborn Household Brushes are better brushes 
—and there is one for every household need. 
They are priced right; are distinctive in appear- 
ance; consistently advertised—and they pay you 
liberal profits. 

Write for full details about the Osborn plan or 
ask any authorized Osborn distributor. 


Join the nation-wide movement to keep 
the brush business where it belongs—in 
the retail stores. 


The Osborn Manufacturing Company, Cleveland, Ohio 








These well-known houses are author- 
ized distributors for Osborn Blue 
Handle Household and Personal Use 
Brushes. Ask them. 


The W. Bingham Co., Cleveland; The Bostwick- 
Braun Co., Toledo; Buhl Sons Company, Detroit; 
The Bronson & Townsend Co., New Haven; 
Burhans & Black, Inc., Syracuse; Charles Hub- 
bard Son & Co., Syracuse; Evansville Supply Co., 
Evansville; C. H. & E. S. Goldberg, New York 
City; Janney, Semple, Hill & Co., Minneapolis; 
John Pritzlaff Hdwe.Co., Milwaukee; Lee-Kountze 
Hdwe. Co., Omaha; Morley Bros., Saginaw; The 
Philadelphia Wholesale Drug Co., Philadelphia; 
The Sait Lake Hdwe. Co., Salt Lake City; Town- 
ley Metal & Hdwe. Co., Kansas City; Van Camp 
Hdwe.&Iron Co., Indianapolis; beg manag 
nan & Marvin Co., Toledo; Wyeth Hdwe. & Mfg. 
Co., St. Joseph; Logan-Gregg Hdwe. 
Co., Pittsburgh. 





MAKERS OF QUALITY BRUSHES SINCE 1892 
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the winners in 19235. 


Deming advertising in “The Country Gentleman”’,“American Fruit Grower”, “Rural 
New Yorker’, and other leading publications is opening the eyes and the pocket- 
books of prospective purchasers of spray equipment. Are you going to get your 
share of Deming spray business? You are? Fine! Now, let’s get down to business! 
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The ‘‘ Victory 
Junior’”’ 
Fig. 737 


2 H. P: Novo En- 
gine. Capacity: 
5 gallons per min- 
ute. Pressure: 


250 pounds. Tank 

















capacity: 150 gal- 
lons. Net weight, 
1500 pounds. 
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Line-up for 1925 | 


ERE’S part of the “All-Star Line-Up” of Deming Spray Pumps. Far-sighted 
merchants will instantly recognize the sales possibilities in this famous line 
of spray equipment. Now is the time to select the pumps which will prove 








The ‘‘Century’’ 
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The Deming ‘‘999”’’ Triplex 


The Deming ‘‘999”’ Triplex Power Spray Outfit is operated 
by a model “T’’ Ford Engine. Capacity: 25 gallons per 
minute. Can be throttled down to 12 gallons per minute. 
Pressure: 400 pounds. Tank Capacity: 300 gallons. 





Pump is dust proof; automatically oiled by splash system. 
Cylinders: porcelain lined. w down construction: 
26''x 4"' front wheels; 50"' x 6"' rear wheels; over-all height 
54 inches. Pump and engine mounted on a one-piece 
cast iron base, insuring permanent alignment. Double 
roller chain drive (motorcycle t ). Frame: heavy 
one-piece five-inch channel iron. he ‘‘999"’ turns ina 
twenty-foot circle. 


~~ 


\y : 


Weight: only 2490 Ibs. 
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The **‘New =< | 
Victory’”’ : = 
Fig. 738 are 

5 H. P. Novo En- 2 === 
gine. Capacity: y 
‘2 gallons per 


minute. Pressure: 
300 pounds. Tank 
capacity: 200 gal- 
lons. Net weight, 
1700 pounds. 


The ‘‘Major’’ 
Barrel Sprayer 
Fig. 832 
Lower in price 
than the “Cen- 


tury use 
of smaller ca- 








pacity and dif- 
Barrel Sprayer ferent barrel at- gd 
' Fig. 645 tachment. Ca- 
Fig. 874 ast} nternal pay. at 30 
he ‘‘Farmer’s Friend’’ 10-gallon tank, working parts strokes per min- 
Ti ” galvanizedor brass of brass— proof ute, 1 '4 gallons. 
Fig. 647 as desired. Pump against corros- ° 
50-gallon barrel tank with is of the double- sion. Capacity, 
“Century” barrel pump (de- acting type. Agi- at 30 strokes 
scribed below). Wheels 44" tator of the dash- per minute, f.. 
diameter with 3" tread. disc type. 2 \% gallons, ‘Me 
The ‘‘Spraero Junior’’ 
&, Tank capacity 17% gallons. 
yo4 Weight loaded, 12% pounds. 
~~ Made in galvanized iron or brass, 
“ea $ 
E ( . s —4@ “ - o7, 




















% 
ie 
£53 
LS 

3. 

: 

4 


sath dare singh Cann Ste: # 
“sa HP RO 


Tae, Se 





<1 SUNIL apna eal 


January 22, 1925 HARDWARE AGE 9 


The ‘‘Comet’’ Long Dis- 
tance Spray Gun 


Can be used with any power 
outfit. All brass; weight only 


pie, 
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The ‘‘Duplex’’ The “Garde er’s 


The ‘‘Samson’’ 2%4 Ibs. Overall length 23 
Plunger Pump Choice’ inches. Interchangeable discs 
Fig. 933 Fig. 761. Foroperation Fig. 651. Twenty-four gal- change capacities. To change 


Capacities, simply unscrew the 
nozzle cap and insert ONE new 
disc. With each “Comet” gun 
is furnished two rubber 
gaskets, one rubber drip 
shield, and three steel 
spray discs with follow- 
ing size holes: ;;-inch; 
14-inch; #3-inch. 


50-gallon tank with agi- by any gasoline engine. lon wood tank with steel 
tator. Will supply two Rugged construction. hoops and hinged wood top. 
leads of hose developing Unusual features of ac- 24-inch diameter metal 
a powerful pressure. cessibility. wheels. 


The ‘‘Perfect 
Success’’ 


Fig. 689. Con- 
sists of ‘‘Suc- 
cess’’ Pump and 
specially con- 
structed foot 
rest. 








The ‘‘Aerospra’’ 
Fig. 663. Three and one-half 


allon riveted tank. Ai i 
ba aay hon tube pt <P — New D eming Spray 
oy easily removable for filling Cat al og 


tanlk. An exceptionally 


high grade sprayer. You will need a supply 


of these catalogs and 
our 64-page guide 
“Spraying for Profit”. 
Ask your distributor 
or write us direct. 







The Complete Deming Line of Spray Pumps 


Fig. 999 Triplex with Model “‘T” Ford Engine 
° Fig. 737 “Vi story Junior” Power Sprayer 
How to Secur e F ull Information Fig. 738 ‘New Victory” Power Sprayer 

Fig. 669 ‘Prize’? Bucket Sprayer 

Fig. 659 ‘‘Success’” Bucket Sprayer 








ISTED below are Deming distributors ready Fig. 689 “Perfect Success”’ st Sprayer 
js : : : Fig. 968 ‘“‘Handy Su s e 
to co-operate with you the instant you give Fic. 1668 “Fire Protector’ S prayer 
; ; Fig. 675 ‘“‘Success’”’ Knapsack Sprayer 
the word. These distributors are ready to make wit 62s prince” Kenepanck Sprayer 
i i i i i Fig. 1003 ‘‘Demorel’’ Knapsack Sprayer 
immediate shipment of Deming Spray Equipment. eg RE ence: FR ee the = 
If there is no Deming distributor in your territory _ pre —e — Air Sprayer 
. ' ig “Spraero” Junio 
write us direct. Fig. 874 ‘‘Wheel-A-Eout” Sprayer 
' Fig. 651 ‘“‘Gardener’s Choice” Tank Cart Sprayer 
vis. 550 “Si om my PF cme} Sprayer 
ig. 832 Major’ rrel Sprayer . 
THE DEMING COMPANY, Est. 1880, SALEM, OHIO Pi GAS “Cota Barrel prover 
ee Fig. 647 ‘‘Farmer’s Friend” Sprayer 
Distributors: Fig. 633 “Samson” Double-Acting Sprayer 
BALTIMORE. . Southern Supply Co. KANSAS tts lish Tool‘ 8 7 iat: Fig. 933 “Samson” Double- Acting Sprayer 
a eee Henion & Hubbell [Loursvr ig. . ex unger Pump Sprayer 
en 217-221 North Jefferson St. RICHMOND SI 66 NPS sa ~ Fig. 99 “Oil- Rite” Triplex Power Sprayer Pump 
to & Rolthof Mfa. __-:+ <<: Pu & Well C 
DENVER . Hendrie & aos touly Cy MINNEAPOLIS” ‘Central 1 Supply Co. Accessory Equipment 
. id 6 6 en ete Co., ae S Seseed Keo. The Deming line includes every accessory required in the 
é Standart Bros. Hardware Corp. SAN FRANCISCO Crane Company efficient use of Deming Spray Pu:np ejuip...enc. 
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Four actions controlled 
by a half turn of one 
Dial. Half inch Chuck 
capacity and ball bear- 
ing Spindle. Aluminum 
Frame and Breast Plate. 
Enclosed steel pinions 
and machine cut Gears. 
Finished in nickel plate 
and red and_ . biack 


enamel. 


List price $8.00 











SPECIFY 


N° 678 


THE DRILL THAT WILL 
















Give your customers unfailing 
ratchet drilling service year in and 
year out. Give them a comfortable 
63% inch aluminum breast plate. 
Give them an aluminum frame, a 
ball bearing spindle and '/4y inch 
chuck capacity. Give them con- 
trol of both ratchet action and 
speed in a half turn of the knurled 
dial. Give them a light drill weigh- 
ing only 414 pounds at a price un- 
heard of heretofore. 











GOODELL-PRATT COMPANY 


GREENFIELD, MASS., U. S. A. 








GOODELL- PRAT 
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Black Diamond Files 





BLACK DIAMOND Files conserve materials 
and workmen’s time because of their scientific 
temper and accurate cutting qualities. Experi- 


enced file users buy BLACK DIAMOND Files 
regularly, because they improve the quality of 
their work. 





Since 1863 the Standard 
of Quality 
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G. & H. BARNETT COMPANY 


1078 FRANKFORD AVE., PHILADELPHIA, PA., U.S.A. 





Owned and Operated by 


NICHOLSON FILE COMPANY 
PROVIDENCE, RHODE ISLAND 
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Machine Screws 
tove Bolts 
Tire Bolts 
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American Screw Co. 


PROVIDENCE , RI. 
WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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PEXTO PRUNING SHEARS 


Now is the time to see that your stock of 
Pruning Shears is ready to meet the demand 
of Spring Pruning. 


ti | 
YW 


- VL PRUNING Bante : Pexto Pruning Shears are well and favor- 
| ably known. They are designed to work 
easily and are made of best grade materials by 


expert workmen. 


The attractive metal display board will 
make selling of Pexto Pruning Shears easy. 





Write for Booklet showing complete line 
of these shears. 


P) 
a 
be 





ie Size 13” x 18%” 


Assortment No. 1 consists of eighteen 
Pexto Pruning Shears, seven of which 
can be mounted on the Display Fixture 
—The Fixture is metal, — 

chain 


oa has wire easel and WORTH WHILE TOOLS 


The Peck, Stow & Wilcox Co. 


SOUTHINGTON, CONN., U. S. A. 
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Up and working 
in a third of the usual time 


A CARPENTER told one of our 
salesmen that his men can apply 
three Sargent Door Closers to one 
of other makes because of the blue- 
print template which is packed in 
each box. And your carpenter 
customers are not the only ones 
who will be interested in this point. 
Speed means ease and simplicity of 
attachment—and simplicity is a 
point that will appeal to the man 
who desires a closer or two for the 
doors in his home. He wants to be 
sure that they can be put up with- 
out fussing, and that they will 
work perfectly when up. 


Show Sargent Door Closers in 
the various sizes and suggest their 
usefulness to every customer who 
comes in the store. An increasing 
number are being sold for screen 
and storm doors, lavatory, cellar, 


backstairs, refrigerator room and 
other important doors in the home. 
“520” is the Sargent Closer for this 
work. It’s a mighty fine small 
edition of the larger Sargent Closer 
which is so widely used on heavier 
doors of stores, apartments and 
public buildings. It is being adver- 
tised in leading home magazines. 


Show the Sargent blue-print 
template and explain that these 
closers may be attached to right or 
left hand doors without changing 
parts. They stand all the tests of 
actual service. Each is guaranteed 
to be perfect and in proper work- 
ing order when it leaves the fac- 
tory. We will furnish interesting 
folders, imprinted with your name, 
for counter and mailing use. Ask 
also for our Co-operative Adver- 
tising Service Booklet. 


SARGENT & COMPANY, Hardware Manufacturers, New Haven, Conn. 


New York: 92-98 Centre Street 


Chicago: 221-223 W. Randolph Street 


a hi i 
THE DECIMAL SYSTEM OF PRICING AND PACKING HAS BEEN ADOPTED FOR SARGENT HARDWARE | : 
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WIRE SCREEN CLOTH 


There are much wider variations of quality in 
ing wire screen 


the class of galvanized-after-weav 
cloth than in any other grade. 


OPAL combines durability with attractive ap- 
pearance and for many years has been the stand- 


ard by which all others are judged. 


NEW YORK WIRE CLOTH CO. 


342 Madison Ave., New York 





Works—yYork, Pa. 
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We Enjoy Making . | 


Friends for You 


_ a ( ARE 


T HAT really is what the 
Russwin Hardware Ad- 
vertising does. 








It is advertising that is 
attracting the attention of 
thousands who are _ inter- 
ested in Hardware for new 
buildings or for remodelling 
jobs. It is advertising that 
will send customers to you. 
And when you show them 
Russwin Hardware, — you 


















_ Jdaptable have made new customers 
aradware J 
Or your — and new friends. 
Garage 
_Self-adjusting 
Self -latching bolts " anal 
Just shut thedoor-thats all This advertising _per- 
a Garage hardware works as f . t h . t d t . Th 
au fomation kine” Or _— €e 1ntroauctions, e 
RUSSELL & ERWIN-tFG.CO. rest depends on Russwin 
- The Rapanieee,| over Corporation 7 
New York cag poe ewes Landon quality, and on you. 


This advertisement, in larger sizes, is part of the powerful Russwin advertising campaign which includes 
black and white advertisements in Elks Magazine, National Geographic, Literary Digest, Sunset Magazine,— 
and in four colors in Architecture, Arts and Decoration, Atlantic Monthly, Century, Country Life, Garden 
Magazine, Harper’s Magazine, House Beautiful, House and Garden, Review of Reviews, Scribner’s Magazine, 
Spur and World’s Work. 


. . . > 
“To Russwin-ize Is to Economize—the Economy of the Best’ 


Russell & Erwin Manufacturing Company 


The American Hardware Corporation, Successor 
NEW BRITAIN, CONN. 


New York Chicago San Francisco London 


nai 
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GRAY-WICK 
SCREEN WIRE CLOTH | 


Dull Finish—Multiple Coat- 


Galvanized After Weaving 
Extra Heavy Electro Zinc Coating 
and Enameled with White Varnish, 
which Binds Wire together and makes 
a Dull Gray Finish throughout. 
Made from Open Hearth Steel. 
Compare weight of our Screen Cloth 
with other makes. 











































































































































































































































































































12 Mesh, No. 33 guage each way 
14 Mesh, No. 33 guage each way 
16 Mesh, No. 33 guage filler 

No. 34 guage warp 
18 Mesh, No. 34 guage filler 

No. 34 guage warp 



































































































































Our other Brands Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 





























































































































Wickwire Brand Hex Nettings 


Galvanized Before or After Weaving 















































Write your Jobber for Full Information and Prices 


WICKWIRE BROTHERS 


ENTIRE FACTORY AND OFFICES 
CORTLAND, NEW YORK, U. S. A. 


' ESTABLISHED 1873 INCORPORATED 1892 
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SOLUTION 
of 
DIETZ CROSS WORD 
PUZZLE, PUBLISHED IN 
HARDWARE AGE Nov. 27, 1924 
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RACTORS | 
DIETZ ‘Little Wizard’ 
Cold Blast Lanterns 


ONTRACTORS who require lanterns 
in quantities are beginning to buy 
Dietz ‘‘Little Wizard’’ Cold Blast 

Lanterns in preference to the Hot Blast 

Lanterns formerly used. 











Increased production has reduced the price 
of ‘‘Little Wizards’’ to a point where it is 
no longer a serious obstacle to quantity 
users. Moreover, the ‘‘Little Wizard’”’ 
has pronounced advantages. It sheds 50% 
more light, is of handy size and mechan- 
ism, has an easily cleaned Loc-Nob Globe 
and its cold blast combustion system in- 
sures greater burning dependability in 
all kinds of weather. 


The Contractor is a big buyer of lanterns 
and his business is worth cultivating. 
Sell him better lanterns— “LITTLE 
WIZARDS!”’ 


R. E. DIETZ COMPANY-NEW YORK 


LARGEST MAKERS OF LANTERNS IN THE 
IVORLD—FOUNDED 1840. OUTPUT DISTRIBUT- 
ED THROUGH THE JOBBING TRADE ONLY. 
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a Difference 





O have or not to have spare lamps makes all the difference in the 
world nowadays, when a motorist is stopped for driving with 
one of his lights out. 


A car owner recently told us how he was stopped by a traffic 
officer for driving with his tail light out. The cop was all frowns and 
his language was sharp until the motorist pulled a Westinghouse Spare 
Lamp Kit out of the pocket of his car. The officer's frown changed 
to a smile and he said, ‘‘If they all did that, we wouldn't arrest any- 


body.”’ 


Your customers know that they should carry spare lamps. They 
know it is the only way they can avoid trouble and assure themselves 
of safe night driving. 


What better way is there for you to increase your sales than to 
sell your customers a set of spare automobile lamps for their cars 
in Westinghouse Metal Spare Lamp Kits. You sell three lamps in- 
stead of one and as the kit retails for but ten cents, you can sell 
the whole outfit for less than a dollar, at a good profit to you. 


Write for details to 


WESTINGHOUSE LAMP COMPANY 
150 Broadway, New York, N. Y. 


Sales Offices and Warehouses Throughout the Country 
For Canada: Canadian Westinghouse Co., Ltd., Hamilton, Canada 


Westinghouse 
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EROSLEYAGAIN LOWERS PRICES 


Big Reduction in Famous Trirdyn and 


















A one-tube’_ radio 
that easily brings 
in distance with 


phones. 


20 Oo] 5 





Oo 


_—=* 


reception (4/7 
under fair / 
conditions ; 
up to 1000 

miles. : 


The two-tube 
| utility radio. 
Let your dealer 
hook it up in 
his store. 





A three-tube regen- BOTS. 
erative set that gets 
distance with the 
loud speaker. 

Becoming more 
popular every 



























"TRIROYN © 

The biggest selling high- 
grade radio on the mar- 
ket. Distant loud speak- 
er reception under all 
conditions. 
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‘rhe biegest selling high grade receiver on the 
market—the Crosley Trirdyn—reduced from $65 
to $50. 

the Trirdyn Special—the beautiful Model with 
cabinet to house batteries—formerly $75, now $60. 

The Crosley 51-P, a tremendous seller at $25, 
reduced to $23.50. 

We unhesitatingly state that these sets, together 
with the other Crosley Radios, represent the big- 
gest values ever offered. 


CROSLEY RADIOS JUSTLY POPULAR 


Only the less expensive Crosley Radios have ex- 
ceeded the Trirdyn in sales. This deserved popu- 
larity of the entire Crosley line is the result of 
extraordinary performance at a very low price. 

Crosley Radios cost less originally, use fewer 
tubes and consume much less battery current. At 
the same time they give results not equalled by 
receivers costing a great deal more and using two 
or three additional tubes. 

The unique Trirdyn circuit—a combination of 
Armstrong Regeneration, Radio Frequency Ampli- 
fication and Reflexed Audio Amplification—has 
p-oven beyond a doubt that the features of selec- 
tivity, volume and ease of operation can be ob- 
ta‘ned with three tubes better than heretofore has 
been possible with five or even six. 

Hundreds of voluntary letters have come to us, 
telling of the unparalleled foreign reception during 
international test week with Trirdyns and all other 
Crosley Radios; even the little one-tube Crosley 
50 at only $14. ‘50. 

It is this continued remarkable performance that 
has created such a tremendous demand for Crosley 
Radios. And it is this great popularity that now 
allows us to decrease our production costs and pass 
this large saving along to you. 


NEW CROSLEY MODELS 


In order to allow even greater selection, three 
new Crosley Radios have been added to our ex- 
tensive line. Taking its place with the well known 
Crosley 50 and Crosley 50-P is the leatherette 
covered, one-tube 50 Portable, a utility set in which 
the dealer can quickly make the necessary con- 
nections and allow the purchaser to carry it home 
complete. 

The New Crosley 51 Special, a two-tube receiver 
Similar to the Model 51, is housed in a cabinet 
large enough to hold the necessary batteries and 
has a sloping panel. 

Similar to the Crosley 52, but with sloping 
panel and cabinet to house the batteries is the new 
Crosley 52 Special. 

These additional receivers make the Crosley line 
absolutely complete—A radio for all tastes and 
every pocketbook. See illustrations for prices. 

No matter what appeals to you most in a radio, 
you will find that point outstanding in a Crosley. 

Most good jobbers handle Crosley Radios. 

You Will Make No Mistake in Selling Them. 
All Crosley Receivers contain the famous Armatrong 
Regenerative circuit, and are licensed under the Armatrona 

’. S. Patent No. 1,113,149. 
As is customary prices shown do not include tubes, 
phones, loud speakers or batteries 
Prices West of Rockies—add 10°. 





Crosley 
than any other concern in the world. 
tion—nearly 





From a 
Radio has grown until 


5000 


Ohio, remotely 


small beginning thre and a half years .izo, 
it now produces more sets 
The present produc- 
per day—is probably from two to three 
times as great as that of any other radio manufacturer. 
Crosley owns and operates the new super power WLW 
Broadcasting Station located at Harrison, 
controlled from studios in one of three large Crosley owned 
manufacturing plants in Cincinnati. 
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The now 
leatherette 
covered one- 
tube utility set. 
Will give the 
sam rsults as 
the Crosley 58. 








: Some as Si in new 
sloping panelled cab- 
inet which houses all 
necessary EO 


_ $232 


2 Special 


The Crosley 52 

in new cabinet 

to house 

batteries. 7 
as 

sloping 

panel. 


CROSLEY Now 
TRON Spenal 


Same as the Trirdyn in 
beautifully finished large 
cabinet to hold the bat- 
teries. 








THE LOUD SPEAKER SHOWN IS THE WONDERFUL NEW CROSLEY LOUD SPEAKER THAT IS TO BE ANNOUNCED IN THE NEAR FUTURE 


THE CROSLEY RADIO CORPORATION 


1794 Sassafras Street 


Write for Complete Catalog 


Powel Crosley, Jr., President 


Cincinnati, Ohio 
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The Horton No. 40 with cop- 
per or white vitreous enamel 
tub uses the Three Cup Suc- 
tion method. The No. 33 is 

of the Dolly type. 


The Horton 30” Roll Ironer. 
The ideal home size. Open 
end makes it possible to iron 
every piece in the laundry. 









Hogs 
LOWER 








Yar in and Year out 
: DEPENDABILITY 


N your relations with the manufacturer _ to business of those qualities in mankind which 
the most important factor is year in inspire confidence—the qualities of loyalty, sin- 
cerity and consideration for the other fellow. It 


and year out Dependability. is, in fact, a spirit of service. 


Horton Spirit lives—is human—is a most vital 


Consider Horton’s qualifications : 

force in the conduct of our business. 

For over 50 years the efforts of this company have been 

devoted to simplifying the home laundry problem with You can depend upon Horton ! 

I SONNE aa SOO wee saatiandeaee The three machines shown above are selected 

Our products are as near perfection as can be attained from our line because thousands of dealers have 

by men who have spent their lives in this business, aided | d th cal LY t 

by the most advanced mechanical facilities known. selected them as having no equal. 10U Owe 1 to 
, your business to see them; learn more about their 

Relations with our dealers and jobbers have been so F “or sites theinte dl dabilit 

pleasant, so profitable and so dependable that letters of eatures, their quailty, their dependability. 

good will from them provided the material for our 1924 Jobbers throughout the country have HORTON 








. advertising campaign. Washers and Ironers ready for immediate ship- 
: , ment to you. Give your jobber an order. Get 

& There is a very definite reason for Horton’s ; , 

y , acquainted withtheentire Horton lineof Washers 


phenomenal growth during the years 1923 and 

1924. It is because of Horton Spirit and Horton and Ironers—it covers every need. 

Dependability. HORTON MANUFACTURING CO. 
1326 Fry Street Fort Wayne, Ind. 


Horton Spirit is simply a practical application 
Holy 
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Here’ s what the ACME PLAN| 











The 
ACME QUALITY Plan 
o e °e 
Paint Merchandising 


Ge: 
ies Ty 
Va 





Is the ACME PLAN of Paint Merchandising a practical, work- 
able plan? Does it increase volume and profits for dealers who operate 
under it? Will it help me? 

These are the things you are interested in. You want to know 
that the ACME PLAN is more than a theory—that it actually will 
tap new veins of profit for you. 

The letters reproduced on the opposite page are a first-hand an- 
swer to these questions. These facts mean more to you than anything 
we could possibly say for the ACME PLAN. While they are only a 
small fraction of the scores of similar letters we have in file, they tell 
the whole story in a few words. Read them carefully. Then let us 
show you how you, too, can operate more successfully under the ACME 
PLAN of Paint Merchandising. Mail the coupon for particulars. 


ACME WHITE LEAD AND COLOR WORKS 
DETROIT, MICHIGAN, U.S.A. : 


Boston, Buffalo, Chicago, Minneapolis, St. Louis, Kansas City, Pittsburgh, Cincinnati, Toledo, Nashville. 
Birmingham, Richmond, Va., Fort Worth, Dallas, Topeka, Salt Lake City, Portland, San Francisco, Los Angeles. 
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Austin, Texas. 
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acme nite Lead and Color Works, 
Dellias, Texas 






Gentlemen: 






We wish to write a snort letter a8 a testimont 
* 


your September "New Book 
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pleased with our sales, @u 
service given. We are 














ch year t 
re with youe 














yours very truly, 









G. F. RICHARDSON & Ca 





By HERBERT H- FINCH, 
secretary ana Sales Mer- 
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assembled parts. - 


IT IS WRITTEN: 


“Over-loud words from 
an orator jar the ears; 
music too faint to dance 
by strains them.’’ The 
secret of pleasing vol- 
ume is in the Synchro- 


phase. Pate We 


HEN, from so many good radio instruments on the | 

market, one may choose with the same wisdom and 
deliberation exerted i in the selection of a motor car or time- 
piece, it is not surprising that-you will find an ever-increas- | 
ing number of Synchrophase enthusiasts. A man who has 
once operated a SIND is content with no other type 
of receiver. : 


Binocular coile—unaffected by local interference—arranged : 
in two stages of balanced tuned radio frequency, give greater | 
selectivity and sensitivity. On the S-L-F (straight line fre- . 
quency) condensers all stations are spaced at equal intervals | 
he dials. No crowding of stations at. the lower end: 
of the dials i in the Synchrophase. — < 
The surpassing beauty of the Synchrophase | is Sophia sized 
by comparison with other radio receivers. Close inspection 
reveals that every detail was designed and built in the Grebe 
factory, while in other receivers is found merely a a w: riety. of 














Ce ee om 


Wise dealer ° oocinlind for ation turnover and be’ ter 
“business, cate £3 it ize on the Synchrophase. 
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Synchrophase Secrets 


No. 3. Volume Control 


In the Synchrophase an 
entirely new control for 
audio ‘amplification is 
provided. 


This volume control with 


six gradual variations en- 
ables you to obtain just 
the right intensity for a 
vocal selection, a lecture 
or a dance. 








- | 
THIS C COMPANY OWNS AND OPERATES STATION WAHG 


All Bike apparatus is pei des by patents 
granted and pending 
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FIXTURE DEPARTMENT OF C. V. MIEDREICH ELEC. CO., EVANSVILLE, INDIANA 


# Ses 


Hygrade Lamps Complete the Piteure 
and Add to the Profits 


As might be expected, the incandescent bulbs There’s a logical reason for this. Two years 


in this attractive display of lighting fixtures are ago they were handling another make. Then 
they made a profitable switch to Hygrade—and 


in the two years their lamp business has in- 
For the C. V. Miedreich Electrical Company creased 200 percent. 


of Evansville, Indiana, not only sell Hygrade 





Hygrade, round bulb, frosted. 





We offer this as still another piece of evide 
that the dependable quality of Hygrade Lg 


homes and industries of Evansville, but con- is bound to bring more business and g 


lamps in constantly increasing numbers to the 


sistently display them. profits. 


HYGRADE LAMP CO 


GENERAL OFFICE | 
AND FACTORY WV sue Mass 
















The Hygrade Reflector: Lamp will bri 


nim inainos  CUstomers and new business. 
thn bake 


;. 
-~--.... Are you selling it?” 


7096 of dréxtight below the dotted line, 
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Reliable Golden Claw 
(Pireplace Type) 


F you want tobuild a permanent and 
profitable Gas Heater Business you 
must sell a heater that has an efficient 
burner. No heater on the market has 
a burner thatcan compare in efficiency 
with that used in Reliable Golden 
Glow Heaters. 


The Reliable Golden Glow Burner mixes the 
gas and air for the entire burner at one point. 
This construction assures perfect combus- 
tion and a uniform flame at all points. 


Also, the Reliable Golden Glow Heater will 
not draw lint and dust into the burner, 
which in other types adheres to the grid and 
obstructs the flow of gas. 


The Burner-top is divided into separate sec- 
tions, each section being fitted with a sepa- 
rate grid for each separate element. The 
grids are made of a non-corrosive material, 
and will last indefinitely. However, they can 
be removed easily and quickly without re- 
moving the burner from the heater. 


The Reliable Golden Glow Burner is fitted 
with an adjustable air-shutter and cock, 
making possible perfect regulation of flame 
for different gas pressures. 


Order a sample Reliable Golden Glow 
Heater immediately so that you can examine 
and test ,out its remarkable burner. We 
know you ll be delighted, and you'll know 
that you can sell them easily. 


RELIABLE STOVE COMPANY 


Division of American Stove Company 
Factory and Main Office, 1787 E. 40th St., N. E. CLEVELAND, OHIO 








152 West 42nd Street NEW ENGLAND STATES 
New York City , REPRESENTATIVE 
315-317 S. Wabash Ave. The Eastern Service Co. 
Chicago #431 State Street, Boston 
718 Mission Street 
San Francisco EXPORT OFFICE 
350 East First Street 209 West 43rd Street 


Los Angeles New York City 
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ORE numbers in the Mengel Line! 


A bigger, brighter, better assort- 


ment than‘ever before! On display for 
the first time at the New York Toy Fair, 
Hotel Breslin, Rooms 805-807. 


See these splendid Mengel Playthings 
for yourself. “Fhén you'll know ‘why 
they’re “best sellers” in the smartest toy 
shops all over the country. » 

‘There are no freak numbers in the 
Mengel. Line—all sure-fire sellers of pre- 
tested popularity. . Children love them 


new eMengel 
Line at the 
York Toy Fair 
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-because every one is jammed, crammed 
‘full of fun and frolic: ,Parents buy them 
because they are honestly made to stand 
rough usage and look like what they are 
—one of the biggest values for the money 
that the toy market has ever offered. 


~. Make a note} right now: to’ visit our 


display when you are in New York.. If. it 


isn’t. going to be possible ‘for you'to atterid 


the Fair, write today for the new catalog 
and price-list. ‘The Mengel Company; 
Incorporated, Louisville, Ky. & 


~ See our display, Hotel Br eslin, Rooms 805-807 | 
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Should Be In Every Hardware Man’s Library 











Saunders Norvell 


Mr. Norvell has grown up with 
the Hardware Industry from stage 
coach days to Pullmans. The rise of 
great business houses, and the passing 
of men who have made hardware his- 
tory have been personal experiences in 
his life. In a forceful, yet intensely 
human way, Mr. Norvell has woven 
into this story thrills, romance, the 
descriptive power of a great novel and 
a fund of fine hardware merchandising 
principles.. It is a human story of a 
very human individual and a chronicle 
of 40 developing years of the Hard- 
ware Trade. 















es BS “Forty Years of Hardware” will be highly prized in your 
faa tS) library and give many happy evenings with its romance 
of the business that is YOURS. 


ne T is filled with human and interesting reading for you. 
d 


A 
Js 
‘~ 


In a forceful, yet human way, Mr. Norvell has woven into the 
story of his business life thrills, romance, the descriptive power 
of a great novel and a fund of splendid merchandising principles. 
It is a human story of a very human individual. Stock boy—travel- 
ing salesman—sales manager—executive—president of a nationally 
known hardware jobbing company—what an experience—what a 
background for “Forty Years of Hardware.” 


“Forty Years of Hardware” is not a one month, nor a one year 
book. Hardware men will know it as a romance that draws them 
back—always—to re-read parts, or the whole, or for its fine busi- 
ness philosophy. 


This is the kind of book to place in the hands of your son or 
employees. It instills the history, tradition, romance and methods 
of the business to which you are devoting your efforts. Nothing 
more helpful for them has ever been written. One well known 
company ordered sixty-five copies for their sales force. 


Large numbers of orders are being received daily. Place your 
order now, with remittance, and avoid disappointment as a second 
edition will not be printed for months, if at all. 


$3.00 per COPY ORDER AT ONCE 


It stands alone—the most intensely human chronicle of the 
hardware business ever written. 


HARDWARE AGE, 239 West 39th Street, NEW YORK 
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Why gamble with 
the uncertain when 
you know 





will meet the most 
exacting require- 
ments? 


If your Witelesaler does 


not sell them, write us. 








THE ,SAVE SALES COMPANY 
Toledo, Ohio 














Century 12” Portable Oscillating Fan 
Built for AC and DC Service 


Good-looking Fans 
That Sell on Performance 


The pleasing, ‘attractive appearance of Century Fans 
is fully supported by the following Century features 
that assure unfailing performance and long life. 
Induction type motor for all AC fans and a 
series wound motor for DC fans. 


Fully enclosed motor body—Excludes dust and 
dirt. 


Oscillating fan motor supported on ball bear- 
ings. 
3-point speed regulation on oscillating fans. 


Specially designed lubrication system that re- 
quires little attention. 


Oscillating mechanism with graceful external 
lines and simple control. 


Double-reduction steel worms and bronze gears 
of a size that last—they cannot be stripped. 


If the fan oscillates into contact with a sta- 
tionary object, it automatically adjusts itself 
to another arc of oscillation. 


Pressed steel base—electrically welded steel 
guards, strongly braced at important points. 


CUOMO NA USP WN = 


— 


Blades heavy brass, dipped and lacquered. 


Century Fans are built for either alternating or direct 
current service in these types:—9”, 12” and 16” Port- 
able, 3-speed, Oscillating—9” and 12” Portable, Sin- 
gle Speed—58” 3-speed, Ceiling Fans and 16” 3-speed 
Ventilating Fans. Send for complete folders and 
sales data on all types. 


CENTURY ELECTRIC COMPANY 
1827 Pine St. St. Louis, Mo. 


Sales Offices and Stocks in Principal Cities 





























Portable Coiling 














30 HARDWARE AGE 


weNttresst:ietenl Refs) cp 


Here's a great line— 
Let me show you.” 





& 
UR salesmen are showing you this 
wonderful line of automatic 
tools. You can sell one or more of 
them to every customer you have. Is 
he a mechanic—professional or oc- 
casional? He’ll want the whole line 
on sight, because he knows good tools when 
he sees them. No. 61 spiral ratchet screw 
driver will be hard -for him:to resist. 
Is he a radio “bug”? Get him with a No. 55 
. “Radio” ratchet screw driver and the socket 
* wrenches that go with it. Does he work on 
automobiles? No. 59 ratchet screw driver 
is wonderfully handy in close quarters. 





Spiral Ratchet Screw Drivers—3 sizes 

—with and without Automatic Return. 

.. Ratchet Screw Drivers—3 styles—sizes 
for everything. 





Automatic Drills—5 styles. 

Chuck and Drills—for spiral ratchet _ 
screw drivers. Yate nS 

Socket Wrenches—for “Radio” ratchet . 
screw driver. wy 





Splendid tools, all of them. Selling tools— 
all of them. Are they ringing the cash regis- 
* ter in your store? . 


MILLERS FALLS COMPANY 
Millers Falls,.Mass. 


28 Warren St. 9 So. Clinton St. 
New York Chicago 
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MILLERS FALLS 
TOOLS 


SINCE 


i868 


1925 
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Sell McKAY Protection 








Today, McKay is a line—a line with a national reputation. It’s no 
longer a single automobile accessory but a line of products that offer 
protection for the motorist and a real profit opportunity for the dealer. 


MSKAY TIRE CHAINS 


The Better Black Chains in the Red Band Bag! A 
nationally known tire chain that builds a tire chain 
reputation for the dealer by giving the motorist 
longer chain service and better chain service. Be- 
cause of an improved fastener, they are easily attached 
and once on they.stayon. Because of a new hard- 
ening and toughening process McKays will last for 
months and miles. 


MSKAY SHUROUT CHAINS 


- Here’s another McKay profit maker for the deal- 
er—McKay Shurout Chains that meet the motorist’s 
greatest emergencies. They get him out of the mud 
in a jiffy; buckled together they make a tow-line; 
they securely hold an extra spare tire; in many other 
ways they serve in the time of need. 


They are sold in sets of four in the easily-recog- 
nized McKay Red Band Bag. 


MCKAY 10 BUMPERS 


And now this nationally known name “McKay” 
stands for a complete line of bumpers—a line that 
will fully meet every bumper demand—an improved 
line—the greatest advancement in bumper con- 
struction in many years. 


Besides distinction in appearance and design, 
McKay Red Bead Bumpers give maximum power of 
resistance due to their patented bead end construction 
and patented fittings. They are better in every way. 















































Write today for McKay literature. Let us send 
you the whole story of bigger profits from the sale 
of chains and bumpers. 








UNITED STATES CHAIN & FORGING COMPANY, Pittsburgh, Pa. 
Makers of McKay Tire Chains, McKay Shurout Chains, 
McKay Ready Repair Links, McKay Bumpers. 
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5 Washer he Great Safety Wringer | 
D The PRIMA Washer equipped % 
. with the famous NEVER- Ne 
e CRUSH Wringer, offers you Xe 
© a unit that breaks the back- i 
2 bone of competition. It means Xe 
% large sales, large profits and ve 
z plenty of satisfied customers. iC 
s The PRIMA will wash clothes is 
x clean—easily and quickly — Pole s 
5 without harming the daintiest ah: ae 
5 fabrics. The elliptical tub is wringer < 
x‘ perfectly smooth on the inside % 
x —there are no mechanical de- . 
Ry vices to wear or tear the % 
5 clothes. . 
2 The tub is made of Douglas % 
Bb. «cates olen that offers tp ~=C Fit —GUARANTEED FOR r 
| pecsiuttties for live deters =) TEN YEARS. ———s- Ff 
z The eee senna ——— ‘Sidney, Ohio 

< 

























B-T Lifetime Condensers 
Type ae 





Sale of Navy Surplus 
By Public Auction 


at the 
Naval Operating Base, 
Hampton Roads, Va. 
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B-T PARTS 
MAKE FRIENDS— 2687 ; 

10 A.M. (Eastern Standard Time), 
NOT ENEMIES. \ The sgieaae a en at the Naval 


Operating Base, Hampton Roads, Virginia, will be 


ZO™ SOC > 


ZO 


There’s nothing like the fury of a mad radio fan. offered: ? 
or a more enthusiastic booster than a pleased Motorcycles and _ side Hand and _ machine 2 
one. Please your trade—stock B-T parts cars. tools. _ 
, Office eae and Hardware. 
b-T has gone over the top with the radio fan equipment Bolts, nuts and screws. 3 
because parts built by B-T will do everything Household and galley Stoves and ranges. _ 
that is claimed for them i ol 1 equipment. Canteen and commis- 
. om ; ; or em in our “ ar round, truth- Electrical material. sary stores. 2 
elling, advertising campaign. As a consequence ‘ aro 3 
_= ; Navy Yar rfolk, Virginia: 
there isn’t a shelf warmer in the entire line. Located at the Navy Yard, Norfolk, 9 q 
. Hardware. Blocks and parts. ; : 
Cash in on this active demand for Hand and _ machine Electrical and radio 
B-T parts. Place your order with tools. — 
your jobber today. Write us for Bolts, nuts, screws and Pipe fittings. 
a atime ae washers. Ferrous and _ non-fer- 
a copy of “Better Tuning,” our Boat and ship fittings. rous metals. 


49 page book of hook-ups, tuning 


oe : Many other items. 
and general information. It will | 


Catalogue 575-A, containing all available details of 


description, Terms of Sale, etc., may be obtained about = 
two weeks prior to the date of sale from the Supply 


BREMER-TULLY Livni... 
MFG. CO. CENTRAL SALES OFFICE 


532 S. Canal St., Chicago, III. Navy Yard Washington, D. C. 


help you sell more radio parts. 








B-T Low Loess Tuners 
Made in two types for 
broadcast or shortwave work. 
Ranges covered with a type 
L-1l1, Lifetime Condenser. 
Type B_ ..200 to 565. .$5.00 
Type SW. 50to 150.. 5.00 
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EFFICIENT FANS/ 
for COOL RUNNING ,; 


ENERALLY a drill gets hot—but 
a U. S. keeps cool under the most 
grueling service. 


The U.S. fan is cast aluminum, the re- 
sult of an exhaustive study of pneu- 
matics. Compare the number of fins in 
it with the fans used in some other 
makes of drills. 


As you drill thru hole after hole and the 
drill remains cool in your hands you will 
appreciate this high cooling efficiency. 









Write for the U.S. 
Catalog and the 
new “Handbook of 
Portable Electric 
Drill Practice.” 
Sent free on re- 
quest. 





Standard 
Equipment 








District Sales Offices and Service Stations 


Boston Detroit Philadelphia 
Buffalo Houston Pittsburgh 
Chicago Kansas City St. Louis 
Cleveland Minneapolis Toledo 

New York . 


Complete stocks carried in all service stations 


eae > ee | 
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( Yhirly-six.years 
experience back of 


Dayton Fans 


S END for trade information and your copy of 
TRADE WINDS. 





A complete line of the highest grade Fans sold 
only through the recognized trade channels 
under a policy designed to facilitate profitable 
merchandising. 

Don’t fail to see the new 10” oscillating model 
retailing for only $15.00 and the 8” non-oscil- 
lating fully guaranteed $7.50 fan. 


Dayton Fans embody the three essentials of fan 
construction. 


Durebility. ; 
Large Volume of Air Delivery. 
Attractive Appearance. 


There is a Dayton Fan for every Purse and 
Purpose. 


Dayton Fan & Motor Co. 


Dayton, Ohio 





AV-FAIN 


PRODUCTS 
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MYERS Hay Unloading Tools have again triumphed on thousands and thousands of farms throughout this 

and other lands. Their record for 1924 is but a record of success wherever they have been called into 
action. They have demonstrated that high quality uniformly maintained in both material and construction 
when combined with superior features produces dependable service above the ordinary. And this is the ser- 
vice that saves time and reduces unloading costs—makes it an easier, quicker job to unload the hay and 
grain during harvest—lessens the possibility of delay and loss through breakage and repairs—and last of 
all, requires fewer persons to operate. That’s why you can always be sure when you sell Myers Hay Unload- 
ing Tools that you are not only selling the best the market affords for the purpose but selling satisfaction 
at the same time which is bound to be accumulative of good will and more business. And sales are the nu- 
cleus around which profits cluster. 


If you have not already received a copy of our new No. 57 Hay Tool Catalog, it is high time to ask for 
one. And when doing this be sure and indicate that you also desire our prices and terms. The standard of 
quality will be the same—you’ll take no chances if you stock the complete MYERS LINE—Unloaders, Forks, 
Slings, Tracks, Pulleys and Fixtures. 


THE FL.E,MYERS & BRO.¢®. 


ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose. 
WATER SYSTEMS-HAY GRAIN UNLOADING TOOLS ~ BARN,FACTORY and 
GARAGE DOOR HANGERS- STORE LADDERS. Etc. 
































o 





January 22, 1925 HARDWARE AGE 35 








Order Now 


HE best known and easiest 
selling Wall Paper Cleaner— 
established over 30 years, used 
in millions of homes each spring. 


Feature Climax wich Spring 
Housecleaning — it’s a logical 
hard ware ite:n with quick turn- 
over. 
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FRESCO 
wae AND 


"CLEANER 


arya MD Lien @ 
CLEAN we 0, 


CLEVELAND, O.USA 
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Put Climax Wall Paper Cleaner on your ‘‘want 
list’? now and order from your own jobber’s salee- | 
man on his next call. 


| Mfd. by THE CLIMAX CLEANER MFG. CO. 


America’s oldest and largest makers of wall paper cleaner _ , 


CLEVELAND, OHIO 
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WALL PAPER CLEANER 
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Sizes: 6” to 21” 


How Many “Wrenchless Homes’ in Your Town? 


There are two classes of homes that are prospects Tell customers that the Coes is the original screw 
for a Coes Knife-Handle Wrench—those who have wrench and was first introduced to the public in 
bought tools for oceasional use and overlooked the i841. The present model represents the last word 
needs of a wrench and those who have a screw in improvements and refinements in a modern tool 
wrench that is unsatisfactory and are in the market for the purpose intended. 


for a good one. , 
Point out the fact that the Bar, the Head, the Jaw, 


Why not remind such customers when buying the Screw, the Handle—in fact the entire wrench 
tools of the convenience of having a dependable is mechanically perfect and guaranteed to give sat- 
wrench like the “Coes” in the home ready for any isfactory service. Sales will follow. Your Jobber 
emergency. will gladly supply you. 


COES WRENCH COMPANY Selling Agents 


“In Busi Si 9 J. C. McCARTY & CO. 29 Murray St., New York 
ee es JOHN H. GRAHAM & CO. 113 Chambers St., New York 
Worcester Mass. FENWICK FRERES 8 Rue de Rocroy, Paris, France 





















*VPerfeer’ 
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The Stick to “One Brand” 


Customer 


You've met his kind. He won't buy anything 
unless it has been tried and proved worthy. 


HUMAN 


The watch he carries, the car he drives, the radio 
he owns, the saw he uses—all are made by com- 
panies who assume full responsibility for depend- 
able service. 

Naturally he says: ‘‘Perfect Brand’ when he 
wants Screen Wire Cloth with a known reputa- 
tion. Keep stocked on the standard sizes. 






Your Jobber docs—he knows. 


A 
Ludlow-Saylor Wire Co. 


Painted St. Louis Missouri Galvanized 


MMU LL HIM 
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Something to 
Crow About 


The dealer who specifies Clinton 
Poultry Netting has the strongest 
kind of a selling story to tell. 
Clinton is the oldest and best known netting 
| made. Hard, cold drawn wire, true to gauge, 
drawn in Wickwire plants specifically for netting. Woven with uniform hexagonal mesh. Strong selvage. 
Heavily galvanized. Costs no more. 


i 


American Wire Fabrics Corporation 
SUBSIDIARY OF , 
Wickwire Spencer Steel Corporation 


General Offices: 41 East Forty-second Street, New York Western Sales Office: 208 South La Salle Street, Chicago 


Worcester Buffalo Philadelphia Cleveland Detroit San Francisco Los Angeles Seattle 
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We Want Salesmen of Character 
and Ambition 


We have decided to add a few men to our present selling organ- 
ization. They will work from agencies located in all the larger cities 
of the United States. 


The compensation is based upon performance; therefore, your 
earning capacity, as far as we are concerned, is unlimited. The right 
kind of a beginner should earn $10 a day. Many of our salesmen 
earn yearly between $5,000 and $8,000. To every beginner we will 
give adequate instruction and continue with constant help and co- 
operation. 


We manufacture the Protectograph—the best known check 
writing machine—Greenbac Checks and the Star Adding Machine. 
We sell forgery insurance at standard rates and at liberal discounts 
to qualified users of our products. 


For twenty-five years the Todd System of Check Protection has 
been widely known and appreciated by the leading business concerns 
of the country, by bankers and large executives. Our products are 
advertised nationally. Our position of leadership is accepted. 


We want men of character and ambition—men with vision 
who, with an understanding of our business can look into the future 
and see big possibilities. We do not want jelly fish, men who are 
merely looking for a job or men content to make a bare living. We 
want men who desire to make big money and become a permanent 
part of our organization. ! 


If you feel you are the man for whom we are looking you are 
invited to write us. In doing this, tell us completely of your past 
connections. All correspondence will be held in strict confidence. 


Before writing us bear this in mind—regardless of the article to 
be sold, it requires the most intensive kind of intelligent work to get 
beyond an ordinary success. We do not care to make connection 
with any man whose ambitions do not reach beyond this stage. 


TODD PROTECTOGRAPH CoO., Inc. 


Rochester New York 
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Announcing the Eveready 
Hour in the January 10th 
Post. 








Every Tuesday evening from 9 to 10 
(Eastern Standard Time) is the hour 
when Eveready radio programs are 
broadcast simultaneously through 
these prominent interconnected 
radio stations: WEAF, New York; 
WJAR, Providence; WEEI, Bos- 
ton; WFI, Philadelphia; WCAE, 
Pittsburgh; WGR, Buffalo. 

The unusually large number of 
letters expressing appreciation of 
our programs convinces us that the 
Eveready Hour has met with un- 
usual favor and that these programs 


Saturday Evening 


have added considerably to the enter- 
tainment of listeners-in everywhere 
in the country. 


Tune in yourself and tell your 
customers to do likewise. The 
Eveready Hour is provided for the 
enjoyment of all. 

For best results, sell your custom- 
ers Eveready Radio Batteries—they 
last longer. 


Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, Inc. 
Headquarters for Radio Battery Information 
New York 


Canadian National Carbon Co., Limited, Toronto, Ontario 


San Francisco 


Tell your customers about the Eveready Hour 
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A New One Inch Mesh 4 


@The New One Inch Mesh U. S. Poultry Fence meets, as 
nothing else will, that growing consumer demand for a per- 
fect, close-mesh Poultry Netting. LSS 
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Here is a netting that embodies every U. S. advantage in 

esign and construction. It is made on the farm fence 
principle with parallel line wires interlocked with the mesh 
wires. The result is a fabric which stretches up perfectly 
without the aid of baseboard or top rail. 




















q U.S. Poultry Fence is easy to handle. It rolls out flat 


; upon the floor or counter like a bolt of goods. It cuts 
without waste. With all ,its superiorities, it costs less 
“put up” for it requires no wood frame and fewer posts to 

ze>sscx Z ~\——" | —_——$~ | 


— y . erect it. 
| \ Today the U. S. line offers greater possibilities for profit 
ane 7 an ever before. More and more dealers, recognizing these 























= possibilities, are standardizing on U.S. Poultry Fence. Ex- po 
\ perience has taught them that it pays. 
\ @If you are not getting your share of the netting business 
SSS SSS ef . in your territory you should handle U. S. Poultry Fence — 
‘\ which costs no more, is better and more economical, lasts 
longer, and gives better satisfaction. 
@ Write us for Catalog and Samples and be your own = 
judge and jury. 
Indiana Steel & Wire Company = 
Muncie, - - Indiana 
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As Credit Men See It! 


~ business is now on a sounder economic basis 
and the outlook for 1925 very encouraging it is clearly shown in a 
recent survey made by the National Association of Credit Men. 
This organization investigated six basic trades. We quote from 
this survey the findings in the three trades of vital interest to 
hardware business men. 


Wholesale Hardware 


The first three-quarters of the 
year show a falling off in distri- 
bution compared to 1923 of at 
least 15%. A freer buying move- 
ment developed in the latter 
quarter of the year, and the final 
figures will show the distribution 
of 1924 to be less than 10% short 
of 1923’s distribution. 


Collections as a rule were sat- 
isfactory. There was a con- 
centration, however, on prompt 
collections. 


$ 
Receivables at the close of the 
year would represent a smaller 
volume than at the close of 1925, 
but in proportion to sales would 
be about the same if not slightly 
larger than 1923. 


The outlook was optimistic. 


The freer movement of. com- 
modious and satisfactory collec- 
tions generally anticipated. We 
believe these anticipations will 
largely be realized. 


Electrical Supplies 


A fairly satisfactory distribu- 
tion in the first months of 1924 
was followed by a falling off in 
sales during the spring and sum- 
mer, and a noticeable revival 
November 1. On the whole the 
year’s distribution will prove to 
be slightly less than in 1923. 


Collections ran from satisfac- 
tory to difficult. Concentrated 
effort on the part of credit men 
gave the year a very good record 
in this field. Collections on the 
whole outstripped distribution. 


The volume of receivables at 
the close of. the year was slightly 
less than at the close of 1923, 
and in proportion to sales, the 
receivables slightly less in 1924 
than in 1923. 


The outlook for 1925 was op- 
timistic. 

We anticipate for this line a 
freer movement of commodities 
and satisfactory collections in the 
forepart of 1925. 


‘Tires and Accessories 


The year 1924 was on the 
whole a satisfactory year. Some 
of the problems of tire produc- 
tion, due to the high cost of 
materials inherited from the im- 
mediate post-war period, had 
been solved. While prices ranged 
a little lower than in recent 
years, yet the distribution was 
on a more stable and satis- 
factory basis. The entire distri- 
bution of the year im these lines 
will compare favorably with, and 
it may show a little increase 
over, 1923. Collections were not 
entirely free, and in spots were 
dificult to make. Persistence, 
however, succeeded in reducing 
the volume of receivables, and 
the close of the year did not 
show an amount larger than a 
year ago. It is a normal situa- 
tion. The outlook is encourag- 
ing. Some changes upward in 
prices are anticipated due en- 
tirely to the higher cost of ma- 
terials. A free movement in 
distribution and collections is 
looked for and is justified. 
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At Hint to Our Salesmen 
Friends 


‘i O you know that man?” [ asked 
a retail salesman as a man with a 
catalog passed down the aisle. 

‘No, I don’t exactly know him,” was the 

answer. ““He’s a traveling salesman, and I 

guess he sells us something, because he 

comes in here every few weeks and spends a 

half hour or so with the boss.” 

A moment later another knight of the 
grip came in, his face wreathed in a smile. 
“Hello, George,” he said. “How are you 
hitting these days? Glad to see you. How 
are things generally ¢ 

“Fine,” was the answer, “and say Mr. 
Dash, I’ve got a customer interested in that 
big gas range of yours. How would like 
to go out with me and help close the deal?’ 
“Nothing I’d like better,” was the come- 
back. “Call your customer up and find out 
when he can come over.” 

While the salesman was waiting for 
George to ‘phone, he turned to me and said: 
“This is a live store—sells a lot of our goods. 
That George is a hustler. Always has some 
sale lined up for me to help close.” . 

Later I asked the owner of the store 
about the first mentioned salesman, and was 
told that he represented a well known manu- 
facturer. He had been visiting the store for 
over three years, yet—he did not have even 
a speaking acquaintanceship with the man 
who actually sold his merchandise to the 
customer. ‘The merchant told me frankly 
that this salesman’s line was not moving 
well, and that he seriously contemplated 
making a change. 

We know, of course, that it is not a sense 
of superiority that causes some traveling 
salesmen to pass up “the man behind the 
counter.” It is merely thoughtlessness or a 
sense of being too busy to spend any time 
except in actual selling contact. Traveling 
salesmen are forced to hit the high spots, 
and as a result, a few of them—and only a 
few—overlook the fine possibilities of sales 
cultivation to be attained by a little more 








What the Editor Thinks 


time judiciously used. It is Just possible 
that thoroughness in fewer calls per day 
will mean more business than a day of hurry 
up calls. 

Rushing into a store, selling the boss a 
bill of goods, and then rushing out again, 
may seem like good business, but it builds 
few friends. It lacks a service element 
which is back of every good business re- 
lationship. 

Also—some day that man behind the 
counter may be back in the office putting 
his O.K. on the goods purchased for stock. 





Business and the Boys 


HEN we visualize the influence of 
the American boy—his possibilities 


and the changes he can inject into 
the future of business—we begin to realize 
that he deserves more than the passing 
thought of business men generally. 

Hardware merchants, while not the only 
offenders, are at least to be numbered 
among those business interests which have, 
to a certain extent, underestimated and 
neglected the boy. In the main we have 
either looked upon him as a sort of neces- 
sary nuisance, to be tolerated on account 
of his parents, or we have ignored him alto- 
gether. ' It is not because hardware men 
have not cared for boys, but rather because 
they have been too closely absorbed in the 
adult part of their business. 

The boyish buyer of a toy hammer will 
some day purchase a set of real tools. The 
proud possessor of a toy wagon will eventu- 
ally drive an automobile and spend _ his 
money freely for motor accessories and a 
myriad of other hardware items’ which 
follow in the train of the automobile 
enthusiast. 

The store at which that money will be 
spent is being determined daily by the atti- 
tude of merchants toward that boy. 

It is high time for the business world to 
develop a greater understanding and a 
higher appreciation of the American boy. 
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The Man Behind the Counter 
and His Future 


HE. retail salesman whose vision ex- 

tends no further than the minute, the 

hour or the day of the job assigned to 

him, has passed a milestone on a Journey 
that leads nowhere. 

After twenty years of service he may 
know how to copy an order correctly and 
legibly; how to wrap a package neatly and 
methodically, and how to tie a string in a 
certain set form. He may even know how 
to sell certain items of merchandise in an 
intelligent manner. 

But—he will have no conception of the 
duties of the man from whom he receives 
his hourly instructions. Fle will have solved 
no advance problems; he will have thought 
out no constructive system for improving 
his work or bettering his condition in life. 
He will have advanced only in years, and 
will have left behind him the impetus of 
youth and the forceful period of manhood. 
He will have drawn heavily upon his re- 
serves of strength, and his ambitions will 
have given way to placid acceptance. He 
will have lost forever the desire and the pos- 
sibility of creating something new, or of 
doing something worth while. 

There is no tangible excuse for the retail 
salesman’s lack of eventual success. His 
opportunities are as great as those allotted 
to thousands of others who have made good. 
The blame seldom rests on the element of 
luck. It is usually but the result of a “live- 
for-the-minute’” philosophy, that comes 
from nowhere and leads nowhere. He faces 
a future fraught with possibilities, and is 
himself to blame if he sees only a coil of 
string and package—a few feet of counter 
and thé face of a clock. 

There is always a future for the retail 
hardware salesman who thinks; who studies 
the merchandise he handles; who strives to 
please through an intelligent understanding 
of the desires of those he serves; who seeks 
a reason for advancement, other than the 
length of time he has served, and who, when 
the answer is revealed in the word “knowl- 
edge” uses his head and his surplus time in 
acquiring that knowledge. 

The successful salesman saves, because he 
realizes that by saving he paves the way to- 





ward realization of his ambitions. He 
works, because he knows that true success 
is seldom won except through hard, con- 
scientious work. He is honest, not because 
honesty is the best policy, but because he 
sees the utter foolishness of dishonesty. 

There are hundreds of retail salesmen to- 
day whose faces are turned toward the road 
which leads to nowhere. Some have their 
thoughts constantly centered on the time 
when work ceases and pleasure begins. 
Others are interested only in the least pos- 
sible effort that will insure their weekly pay. 
Still others, while striving to give satisfac- 
tion, fail to grasp the importance of gather- 
ing knowledge for more advanced work— 
the knowledge that leads to promotion and 
success. 

For the first two there is little hope. 
When ambition and good intention are dead 
there are few pegs left on which to hang a 
future. For the one whose heart is right, 
and whose handicap lies in habit or trend 
of thought there is hope in abundance. He 
needs but a word of kindly advice and a few 
helpful suggestions; the literature which 
deals with his work; the helping hand of 
some one whose vision is deeper and broader. 
He stands at the division of the road, but 
his ticket is not yet purchased. To such a 
salesman belongs the right to an education, 
as wellasa salary. It is a real tragedy when 
he is allowed to travel far on the road to 
nowhere. 

The retail salesman of today should be the 
successful merchant of tomorrow. How 
many will attain the goal? Only those who 
deserve; whose ambitious desires and efforts 
are directed toward that end. Now is the 
time for planning—for vision—for prepara- 
tion. There is nothing ahead but monoto- 
nous existence coupled with failure, for the 
shirker, the waster and the clock watcher. 

In the success or failure of the retail 
salesman there is a moral responsibility 
which the merchant himself must assume. 
It deals with the teaching of those who are 
susceptible to teaching—those who can be 
turned from blank wall of failure toward 
the definite and real. 

A concerted effort should be made by 
hardware merchants during the convention 
season to put padlocked gate on the clerk's 
road to nowhere. 
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N turning its electrical stock 4 to 5 times a year on a capital 
investment of $2,500 to $3,000, the Palace Hardware Com- 
pany does not resort to any unusual method of sales stimula- 

tion but depends on good salesmanship and display. 





Turns Electrical Stock 
4 to 5 Times A Year 


Palace Hardware Co. of San Francisco, has Stimulated Sales Through 
Concentration on Staple Items 


Y concentrating all of its attention on staple four to five times a year on a capital investment in 
electrical goods such as householders buy, and electrical merchandise of $2,500 to $3,000. 

by having electrical goods on display at all In its electrical department the Palace Hardware 

times, the Palace Hardware Co., 581 Market Street, Co. does not employ any special methods of stimu- 

San Francisco, Cal., is able to get a stock turn of lating sales other than what is regularly done for 
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the store in general, such as, newspaper advertis- 
ing, window displays, advertising in moving picture 
houses, and good salesmanship on the part of clerks 
in the store. 

The electrical goods that the firm carries are of 
the kind that are always more or less in demand. 
Very often a man will call at the Palace Hardware 
Co. for some small item common enough in itself, 
but which he had been unable to get in other stores. 
The Palace Hardware Co. invariably has the article. 
It makes a practice of having what other stores fre- 
quently “run out of” during the course of a few 
weeks. Among men who use electrical staples and 
accessories, more or less frequently, it is some- 
what of a common saying: “Try the Palace Hard- 
ware, they have it.” 


A Reputation Is Not Built in a Day 


A reputation of that kind is not built up in a day. 
It is the result of efficient buying, of efficient 
handling of stock and of well trained and intelligent 
salesmen. 

The method of display employed by the company 
is one which enables it to show practically every 
item that it has in stock. As may be seen in the 
illustration, the method is not elaborate, but it is 
compact and efficient, and it is also a great time- 
saver for both the customer and the clerk. 

Occasionally the Palace Hardware Co. has a spe- 
cial sale of some article that it wishes to dispose of, 
or, which it has been fortunate enough to buy at 
an attractive price. Whenever there is a special 
sale it is properly and thoroughly advertised, a 
display of the article is put in the window and the 
salesmen are all instructed to mention the partic- 
ular article to customers, but not until the customer 
has purchased what he or she had come to the store 
to get. 


Concentrates on Staple Items 


No attempt is made on the part of the firm to get 
electric contract jobs or wiring contracts. It con- 
centrates almost entirely on small staple articles 
that are in constant demand, and in which there is 
a fair profit. It specializes on things that the small 
householder needs frequently. It buys lamps, or 
bulbs as they are called in some sections, on con- 
signment, but it sells them for cash and in large 
numbers. 

Another reason, perhaps, why the Palace Hard- 
ware Co. is popular with many persons, is because 
the men on the floor of the store who sell electrical 
goods, know what they are selling, and they have 
the reputation of knowing what to suggest if a cus- 
tomer wants something but doesn’t know exactly 
what article will answer the purpose. 

There are many hardware stores in the country 
today that could increase their stock turns of elec- 





An Effective Display 


TERE we have one of the big secrets 
of the Palace Hardware Com- 
pany’s success in electrical mer- 

chandising. Its stock is arranged in 


trical goods, by following some of the simple but neat drawers, a sample of each item be- 
effective methods employed by this San Francisco ing displayed on the outside where it is 
concern, and we respectfully recommend them to accessible to handling and close inspec- 


your serious consideration. tion. 
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Growth in number of sets— 


The Growth of the Radio Market 


Homes With. Homes Without. 

Radio equipment.. 3,000,000 21,000,000 
Phonographs .... 9,000,000 15,000,000 
Electric service... 11,000,000 13,000,000 
Automobiles ..... 12,800,000 11,200,000 

1924. . .3,000,000 

1923. . .2,000,000 

1922... 60,000 

1921...Broadcasting introduced 

1920... 10,000 

















1920 1921 1922 1923 1924 





Almost $500,000,000 to Be 


Spent for Radio in 1925° 


EPORTS of radio companies, supplemented 
R by advices from allied industries, indicate 
that the present production facilities and the 
proposed expansion for production combined will 
not be able to keep pace with the demand for radio 
throughout the greater part of 1925. This will re- 
sult in exceedingly large profits to well-established 
radio concerns. The present trend is toward the 
purchasing of complete radio sets rather than parts 
for home construction. -There is a large and in- 
creasing market in foreign countries besides, which 
has not been considered in arriving at the above 
conclusion. 


Broadcasting stations are established in Argen- 
tina, Australia, Brazil, Canada, Cuba, England, 
France, Germany, Holland, Japan, Porto Rico, Uru- 
guay, South Africa and India. 


In 1924 $4,000,000 worth of radio apparatus were 
sent out of this country to sixty countries, includ- 
ing the Azores, Iceland, Honduras, Java, India, 
Straits Settlements, China, Philippine Islands and 
Siam. 


Few knew anything about the radio in 1920. Dur- 
ing the year and the year that followed broadcast- 
ing was introduced and the first broadcasting sta- 
tion installed. Now there are more than 600 broad- 
casting stations in the United States. The number 
of sets in 1920 was about 10,000, assembled mostly 
by experimenters. Since then the sets in use grew 
steadily to 60,000 in 1922, 200,000 in 1923, while at 
present it is estimated that the sets in use are at 
least 3,000,000, with increasing demand. 


Manufacturing concerns number at present about 
3000. To distribute the products of these manu- 





*By H. D. Williams in the New York Times Annalist. 


facturers there are about 1000 jobbers and distrib- 
utors. About 500 of these are electrcial jobbers, 
200 hardware, 50 talking machine and 250 miscel- 
laneous jobbers and manufacturers’ agents han- 
dling only radio apparatus. Retailers number about 
34,000, of which 17,500 are in the electrical trade 
and 15,500 in merchandising trade, including hard- 
ware stores, department, drug, sporting, furniture 
stores and radio dealers. More than 250,000 per- 
sons are connected directly or indirectly with the 
industry. 


As indicated on the accompanying graphic chart 
the sales have been increased from $2,000,000 in 
1920 to $5,000,000 in 1921, $60,000,000 in 1922, 
$120,000,000 in 1923, while those for 1924 are con- 
servatively estimated between $300,000,000 and 
$350,000,000. 


According to Babson’s the value of the radio 
business is nearly twice as great as that of the 
carpet and rug business and nearly three-fourths 
that of the jewelry business, as a whole, including 
clocks, Watches and novelties. For every dollar 
spent on furniture 33 cents is spent on radio; for 
every dollar spent on shoes and boots, 25 cents; 
for every dollar spent on musical instruments of all 
kinds, including phonographs, pianos, organs, etc., 
75 cents is spent for radio. Sales of radio appa- 
ratus are nearly twice as large as all kinds of 
sporting goods. 


Indications are that radio equipment sales will be 
in excess of $500,000,000 in a year or two. There 
is now one radio set to every eight homes in the 
United States, as compared with one automobile 
for every two homes and one phonograph for every 
two and two-thirds persons. 
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‘Radio Selling Tips 








HE man who knows all about 

radio but can’t sell it belongs in 

a laboratory, not a hardware 
store. There’s no sense in spending 
the afternoon talking hook-ups from 
the theoretical angle with a dyed-in- 
the-wool ham while a crowd of pros- 
perous looking people are waiting to 
“talk turkey” at the completed sets 
counter. How about it? 














The young Marconi in the picture is discussing some recondite problem in 
radio telephony. Maybe he doesn’t see the crowd of monied people. Perhaps 
he'll wake up—if he doesn’t, the boss will 
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A badly distorting loud speaker will drive more prospective radio customers 
away from your store than it will ever bring in 














HE young man in the picture 

makes a practice of installing 

sets in the homes of prosperous 
prospects for demonstration purposes. 
He leaves them there for a week, and 
when he calls again it’s to collect a 
check, not a set. A sale is made in 
nine cases out of ten. Ask the hard- 
ware man who has tried this method 
of selling radio—he knows. 


























t/a 
cn sea = 3] 
—é C eat. Ah > : Se 4 


























50 


HARDWARE AGE 


January 22, 1925 








i) 


+. 


$280 


~ oF “ 
Fa ey 


f 
Y4 


uy @ . 
one 
a 
., 
. 














HE J. H. Clark Hardware Co. of Chicago has turned 


to good account the almost irresistible appeal which 


fine tools have for the average man. 


The company 


has developed its tool sales by the use of window displays 
calculated to present the merchandise most attractively. 


Capitalizing the Appealof Fine I ools 


EING a hardware man you probably do not 
own any pet tools. The tools around your 
home, if there are any, are likely to be the 

culls and damaged ones that you have lugged home 
from the store because there wasn’t anything else 
you could do with them. Or, if you are the ex- 
ceptional hardware man who really has a kit of good 
tools, you no doubt took them out of stock in a 
matter-of-fact way in response to some need at the 
time and to you they are just tools. 

But the average man does not own a hardware 


store and tools are consequently more to him than — 


mere incidental bits of steel and wood. There never 
was a real red-blooded American boy who did not 
glory in the possession of a “‘tool-box” and his pride 
was in direct ratio to the quality of the tools. When 
the boy becomes a grown man, the desire for tools 
—good tools—almost invariably persists and the 
gratification of that desire is limited only by his 
pocket book and the opportunity to select what he 
wants. 

Many hardware men, being calloused by too close 
an association to harbor any sentimental attach- 
ment for tools, have directed their tool salesman- 
ship toward the mechanic, who buys tools from 
necessity and passes up the householder who gener- 


ally buys tools for the pleasure and pride of posses- 
sion. That the householder is as good a market for 
fine tools is gradually dawning on the hardware re- 
tailer and, especially in the larger cities, efforts are 
being made to reach the average business man with 
the boyish desire to own tools. 

Window displays featuring tools, tool kits and 
work benches are bringing fine results. J. C. Bins- 
field, of the J. H. Clark Hardware Co., Chicago, 
tells an incident of prompt results that is probably 
a record. Recently he was dressing a tool window 
while a total stranger stood out on the sidewalk 
idly watching the process. He had just moved a 
work-bench into the window and was arranging 
some tools upon it, when the stranger entered the 
store, called him from the window and in almost 
less time than it takes to tell of it, had bought a 
bench. Incidentally the sale of six other benches 
was directly traceable to that same window display. 

Mr. Binsfield, who admits that he sells far more 
tools to home owners than he does to mechanics, 
also tells of an old customer of the store, a pro- 
fessional man financially able to gratify his whims, 
who has in the past few years bought over $3,000 
worth of high grade tools for his own use. 
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It will be noticed 
that Godskesen’s 
stock of china is 
displayed on 
tables where it 
is accessible to 
handling and close 
inspection. 














Godskesen’s Plan for Selling 
Wallpaper and China 


‘7 HEN the barber shop moved out of the little 
\ side room of Godskesen’s hardware store in 
Clinton, Iowa, it seemed to be considerable 
of a disaster. The barber shop had not only drawn 
masculine trade to the store, but the rental paid 
added a neat sum each year to the revenue of the 
business. In other words the side room occupied 
as a barber shop was an asset; empty it was de- 
cidedly a liability. Naturally the immediate prob- 
lem was to find something to take its place. 
At the same time another problem presented it- 
self—the hardware business had grown to a point 
where the bookkeeping and other office routine was 


















Godskesen’s 
stock of wall 
paper is all dis- 
played by means of 
racks such as are 
illustrated in the 
accompanying 
engraving. 


more than one girl could handle, but not enough for 
two. Intent on “killing two birds with one stone,” 
O. Godskesen decided to add some line to his stock, 
occupy the ex-barber shop with it, and then employ 
another girl who could sell in the new show room 
and help on the books when necessary. But what 
to add? 

After some careful consideration, wall-paper was 
picked as having potential possibilities as a profit 
maker and Miss Leona Stuedeman was put in 
charge of the side room when she wasn’t busy in 

(Continued on page 98) 
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COMMUNITY BUILDERS 
























FISHING AND 
HUNTING ARE 
HIS HOBBIES. 


















JHE O. E. LANGE co. 
HARDWARE STuRE 1S 
THE OLDEST HARDWARE <img, =’ 
CONCERN IN THIS SECTION— 
NOT ONLY THAT~ iT IS ONE 

oF THE FINEST EQuIPPED In 

THE STATE ~ 
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OELANG & Co 








HEWRY EGGLESTON 
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'S A HOLSCHOLD 
WORD ino MISHAWAKA - WHESs 
SOU SAY BAROwaR -y, uU MEAN LANG 


HE cartoon re- 

produced on this 

page appeared in 
a local newspaper in 
recognition of the ser- 
vices which O. E. 
Lang and Henry Eg- 
gleston, hardware 
merchants of Misha- 
waka, Ind., have long 
rendered the commu- 
nity in which they live 
and do business. 
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Hardware Men as 





Community Builders 


only to those who merit approval, and we are 

pleased to read in a recent issue of the Misha- 
waka Daily Enterprise, Mishawaka, Ind., that O. E. 
Lang & Co. not only operates the oldest hardware 
store in that town but has always been prominently 
identified as a faithful worker for community ser- 
vice. O. E. Lang and Henry C. Eggleston, proprietors, 
have both been active members of the Indiana State 
Association. 

They are obviously the kind of men who participate 
in all activities affecting their home town and its 
progress. Both are active in fraternal and civic work 
in Mishawaka. Mr. Lang served one term as city 
clerk. His partner, Mr. Eggleston, was the first city 


N | EWSPAPER recognition of public service comes 


clerk following the incorporation of the town. 

The business was established in 1886 by Mr. Lang. 
In the late ’eighties Mr. Eggleston, then a clerk in 
the store, purchased a half interest. The business 
has been a success because the two proprietors made 
it part of Mishawaka’s life and soul. O. E. Lang & 
Co. is truly a community purchasing agent. 

In the cartoon reproduced on this page we readily 
see that this store has a reputation for selling com- 
plete kitchen equipment. The illustrator further tes- 
tifies that ‘““‘when you say hardware, you mean Lang’s.”’ 

Have you the same recognition in your town from 
your local newspaper? Remember that newspaper 
comment very truly reflects the opinion of it’s readers 
—your customers and prospects. 
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One of Hamp Williams’ 
Star Salesmen 


telephone on his sales force. He has long 
realized its inestimable value as a piece of 
sales equipment. It may be used on rainy days, in 
the evening, and whenever he or one of his associates 


H ee WILLIAMS, Hot Springs, Ark., has his 











has an unoccupied moment. Many dealers find tele- 
phone solicitation the most effective in selling indus- 
trial tool users. Others find it the surest way to 
arrange a home demonstration on washers and vacuum 
cleaners. If your advertising is properly directed, 
your incoming ’phone calls will mean orders through- 
out the day. 

Mr. Williams doesn’t overlook the fact that human 
agencies not on his own payroll play an important 
part in telephone sales work. He doesn’t forget the 
sixty-five girl phone operators who make good ’phone 


service a fact in Hot Springs. Each Christmas he 
remembers them with a huge basket of fruits, nuts 
and candies and sends them flowers in quantities 
sufficient for all. He didn’t forget to welcome the 
new exchange manager to the town. 

The past president of the N.R.H.A. remembers 
these little courtesies because he is one of the most 
human of men, one who loves and believes in his 
fellow men. “The public owes something to its public 
servants more than the little sum of money they re- 
ceive in salaries during the year. I cultivate the 











friendship of the telephone department,” he remarked 
recently when telling us about his annual gifts. 

It will pay you to utilize the telephone in a big way 
as part of your selling activities. 











Radio a Farm Necessity 


for the farm home can no longer be classed as an experiment or luxury, but 

has developed into a necessity. He states that he believes that the farmer 
can get more real practical value out of radio than any other class. In support 
of his contention, Mr. Dickerson points out the fact that the farmer is able to 
receive weather reports broadcast nightly from most stations several hours be- 
fore the information reaches him through the newspapers. The daily market 
reports also are of decided value and many farmers are now using this market 
news in determining when to make shipments of grain or livestock. 


, CCORDING to I. W. Dickerson, editor of the Wisconsin Agriculturist, radio 














54 HARDWARE AGE 


January 22, 1925 











HEN Hamlin 
went out after 
slow accounts the 


results were entirely 
gratifying. In this art- 
icle we tell you how 
Hamlin went about it. 


farmers of the Northwest were either busy haul- 

ing their produce to market or else counting 
the money they had received for it, George Hamlin 
of Hamlin & Hawkins, Spring Valley, Minn., decided 
to do a little collecting. 

In checking over his books he found that he had 
approximately fifty farmers’ accounts that had re- 
posed in more or less peace in his customers’ ledger 
ever since the slump in 1920. These accounts ran all 
the way from $3 up to $110 and totaled slightly over 
$1,300, a sum well worth going after. The longer 
Hamlin looked at this grand total the more he became 
convinced that he had only time to do one thing, 
and that was to get the money even if he had to lock 
up his store until he did it. 

Accordingly, he wrote each debtor a letter giving 
a brief history of the account, setting a day and an 
hour a week or ten days later when he would call at 
the farm and asking that arrangements be made for 
at least a partial payment at the time. He also sug- 
gested that he would appreciate if the debtor were 
coming to town before the date set his dropping into 
the store, as it would save Hamlin a trip into the 
country. Each letter was made as personal and 


‘ LITTLE better than two months ago, when the 


How 
Hamlin 
Thaws 
“Frozen” 
Accounts 








chatty as possible and was entirely friendly in tone. 

As evidence that the accounts were collectible and 
that he had hit upon the proper methods, returns 
were immediate. One man drove seventeen miles for 
the sole purpose of paying up his account and saving 
the trouble of coming after it; other farmers doing 
the same thing brought in over $200 before Mr. 
Hamlin had a chance to make his first call. Two 
farmers called him up and suggested that he arrange 
his call so that he could have dinner with them on 
the day set and one wanted him to bring Mrs. Hamlin 
along and make it a real visit. 

In every case Hamlin kept his promise by being on 
the scene promptly on the appointed day and hour, 
and as a result collected an additional amount of over 
$500 in cash. With the exception of one account of 
approximately $50, he succeeded in getting all of the 
balance put into short term notes or satisfactory 
promises, many of which are already taken care of. 

So gratifying were the results that Hamlin is now 
promising himself that he will do the same thing 
periodically in the future, and in the meantime he 
is finding all manner of excuses to get out and call 
on his farmer customers. 





























In Your Electrical Goods Displays 


T’S a good idea to group related items of electrical merchan- 
dise in your window and interior displays. 
group with the electric percolator, a toaster, chafing dish, 

griddle irons and items which would enable the housewife to 
prepare a complete electrical meal. When a customer sees a 
display of this kind it immediately awakens a desire for a com- 
plete outfit and thereby help sales. 


For example, 
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How Minnesota Hardware ae 





IKE most small but prosperous towns 
’ easily accessible from a large city, 
Jordan, Minn., was apparently con- 
sidered an ideal field of endeavor by the 
ever active army of house to house peddlers. 
But due to the alertness of the two hard- 
ware dealers there peddlers hawking wares 
commonly carried in hardware stores have 
been somewhat discouraged after three well 
planned assaults upon the credulity of the 
housewives in that territory. 


The first ofthese three fruitless invasions 
was conducted by a certain range company. 
With the arrival of the first sample range in 
town the two dealers were successful in 
finding an opportunity of examining it care- 
fully together. ‘The hardware men then 
jointly circulated their entire trade terri- 
tory, pointing out the inferiority of the ped- 
dlers’ ranges and inviting comparison in 
both price and quality with those handled 
by the hardware store. Particular emphasis 
was placed on the relative reliability of a 
guarantee from a total stranger and the 
home town merchants. 


As a result of this skirmish both hard- 
ware men greatly stimulated their own 


Best the ‘Glorified Peddler’ 


range business while four peddlers sold only 
six ranges in their ten days’ stay in town. 


The next peddler attack with a hardware 
item was made by an aluminum manufac- 
turer whose plan is_ to hold sales demon- 
strations in the home of some prominent 
woman, who invites in as many of her 
friends as possible. The “peddler-demon- 
strator” then talked’ his wares to the guests 
and took orders to be delivered direct. After 
the first of these home sales the dealers were 
informed by some of their women customers 
as to the prices quoted at the meeting with 
the result that the two stores started to 
undersell the peddler on his own brand of 
merchandise. He left town immediately. 


Then along come a man who was per- 
sistent enough to spend a whole month in 
vain endeavor to sell washing machines 
direct to the consumer without recognizing 
the retail merchants. Again cooperation 
with the manufacturers whose lines the 
stores carried, and prompt comparison of 
price, quality and reliability beat the ped- 
dler. Through the everlasting vigilance of 
the retailers outside peddlers in Jordan 
have been frustrated so far. 
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The “Glorified Peddler” Must 
Go, Say Hardware Men 


“On with the Good Work” 
Says Pfarr 


Liew S. Soule, Editor, 
HARDWARE AGE, 
New York City. 

Dear Llew: I have known for some time that the 
house to house canvassers you speak of are selling a 
lot of merchandise. In fact, I happen to be acquainted 
with one of them. I have likewise appreciated the 
fact that he is doing the various communities in 
which he is operating no good. In fact, he is asking 


— 
Retailers War 
On Canvassers 


And MailOrders 


National Association Prepar- 
ing Pamphlet Attacking 
Methods of House-te- 
House Soliciting Firms | 
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This news item 
on the _ fight 
which retailers 
are waging 
against the 
“Glorified Ped- 
dler” appeared 





The fight on the house-to-house can- 
Vasser which has been carried on in 
@esultory fashion for some. time by 
various retail organizations probably | 
will be brought to the status of an all- 
‘tnclusive conflict in the near future. 

Through edvertisements yesterday recently in tie 
by the Nationa) Retail! Dry Goods Tribune Her- 
Associatior. asxing for the names -of ald, New York 
manufacturers producing goods com- | City 
parable to thos® being péddled by the 
| house-to-house canvassers it became 
known that the association is preper- 
ing a pamphlet on the subject, which 
will include ¢n exposition of the sales 
methods of the house-to-house can- 
Vassing concerns as well as the mai] 
order houses, which offer keen com- 
petition to the reguler retailers. 

The hardware tradé is organizing 
for a similar battle, the fight of this 
trade being directed principally egainst 
two large brush concerns and several 
electric appliance manufacturers who 
distribute their goods in this manner. 

The department storés appear to be 
suffering more frcm the house-to-house 
sales of hosiery, knit goods and toile: 
articles. 
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the purchaser to pay more money for the articles than 
they could obtain them in their local store. It is 
also true that he is of no benefit to the community 
in the way of maintenance. 

I think you are working on a wonderful subject 
and if you are able to arouse the hardware dealers or 
dealers in other lines you will have accomplished 
something worth while. 


Just how you are going to curb his sales is beyond 
me. 

We had a meeting of the directors of the associa- 
tion this week in Columbus and I brought the subject 
up, but none of them seemed to have any solution 
whatsoever. 

Personally, I feel that about the only thing we can 
do is to treat our customers just as nice as we possi- 
bly can, ask them to make our store their headquar- 
ters, make them feel perfectly at home and gradually 
broadcast the propaganda in a very friendly manner 
against these agencies, also those merchants who do 
a lot of advertising to bring to the attention of the 
buying public they are paying more for their mer- 
chandise and to disregard them when they call at 
their door. 

In our city, in order to pursue this line of endeavor 
they must obtain a license to operate, and I am won- 
dering if it would not be proper for you to advocate 
that the merchants see that such legislation is passed 
in their communities. 

It is absolutely true that unless there is a stop or 
at least a check put upon this sort of merchandising 
it certainly will hurt our communities ‘to a very large 
extent. 

Therefore I say, “Go on with the good work.” 

(Signed) GEO. E. PFARR, 
The Pfarr & Hobart Co., 
Akron, Ohio. 





Large Business Done by 
Garage Peddlers 


Llew S. Soule, Editor, 
HARDWARE AGE, 
New York City. 

Dear Friend Llew: Since receiving your letter of 
the 3d inst., another thought has come to me in re- 
gard to house to house peddling which I did not men- 
tion in my previous letter. It refers to the peddler 
who carries all kinds of machine tools, drills, files, 
etc., and sells and delivers them to the roadside 
garages. I think you have probably heard Seymour 
Sears speak about the large amount of business that 
these fellows are doing in some of his addresses. 

(Signed) ARTHUR C. LAMSON, 
Arthur C. Lamson, Hardware, 
Marlborough, Mass. 





Peddling Evil Before Retail 
Hardware Convention 


Mr. Llew S. Soule, Editor 
HARDWARE AGE, 
New York City. 
There is no question but what direct to consumer 
peddling has become quite an evil to the retail trade, 
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and it is a problem which should require the careful 
thought and attention of the various retail trade asso- 
ciations. 

Our convention theme for this year is “Hardware 
Selling” and this question would fit in very nicely 
as one of the topics for our discussion, and I shall 
be very glad to keep it in mind, and thank you very 
much for writing me and enclosing copy of the edi- 
torials which have appeared in your recent publi- 
cation. 7 

Yours very truly, 
(Signed) G. F. SHEELY, 
Secretary-Treasurer, 
Indiana Retail Hardware Assn. 





To Bring Peddler Before 
Missouri Retail Convention 


Llew S. Soule, Editor, 
HARDWARE AGE, 
New York City. 


Dear Mr. Soule: I have been requested through our 
officers to ask you to speak at our coming convention 
and bring out “the peddler question.” Your investi- 
gation on this subject makes you stand out as the 
one to talk to our members and suggest a remedy for 
the evil. 

Kindly pardon me for this late invitation, but will 
thank you very kindly for a reply by return mail as 
to whether or not it will be possible to speak to our 
members at St. Louis on one of the following dates: 
Jan. 26, 27 or 28. 


With kind personal regards, I remain, 
Very truly yours, 
(Signed) F. X. BECHERER, Secretary, 
Missouri Retail Hardware Association, 
St. Louis, Mo. 





Talmage Suggests a Plan to 
Curb Peddler 


Mr. LLEW S. SOULE, Editor, 
HARDWARE AGE, 
New York City. 


Your series of articles on the “Glorified Peddler” is 
very interesting and important to the merchants in all 
our cities and towns. The plague is, perhaps, more 
deadly in eastern cities than in the West, but we are 
due to havé the migration of this pest reach us most 
any time. So, if some concerted action can be planned 
and carried through successfully the merchants every- 
where should be glad to assume their share of the 
cost. 

Agreeing with you and Mr. Gray that the condi- 
tions are here, and growing in volume each year, we 
believe a good place to plan and start something, or 
appoint a committee to cooperate with committees of 
other associations, is in our State organizations com- 
posed of merchants, bankers, etc. 

The bankers have an organization in every State, 
also the groceryman, dry goods, hardware, as well as 
every other line. In most towns we have a Retail 
Merchants Exchange, composed of the best dealers in 
all commodities. In Bozeman the bankers are mem- 
bers, also. Yes, we'have plenty of organizations to 
put over most any measure. What we must know is 
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THE measure. What will be successful in any State 
will no doubt be practical in every State. 

As a suggestion, I would propose that some leaflet 
or folder y gotten out to the president or secretary, 
or both, of each organized body in each State, calling 
attention to the house-to-house canvasser. That some 
united effort would be necessary to stop this method 
of selling merchandise to our customers and to our 
own families. That in order to plan some way, each 
organization should discuss the question in their as- 
sociation, appoint a committee to meet with repre- 
sentatives of other organizations in the State at a 
convenient time and place to further discuss the ques- 
tion. And when some plan was decided upon, a com- 
mittee should be appointed from these representa- 
tives of State organizations to meet with a like com- 
mittee of the organizations of all the States at some 
time and place. With the ideas and plans these men 
would present, something definite could be decided 
upon which should get results. 

It appears to me the proper thing to do is to make 
one job of it and kill him dead. If you cripple him 
in one State he will convalesce in another, and it 








| BULING FROM PEDDLERS— 
rhe following taken from «am 
. exchange might be very oppor- 
tune for you to consider at this 
time and in the coming months: 
The next time a peddler rings 
| your door bell, or you receive a 
catalogue fram a mail order 
house, remember who it is_ that 
bears the overhead of business 
expense in your town. The mer- 
chants of our little town pay rent, 
taxes, employes, and general ov- 
erhead expenses, besides keep up 
their share of community work. 
They are entitled to your trade 
and patronage. The peddler does 
per not pay one cent in rent, he does 
not even know the citizens here, 
he does not help this commun- 
ity, grow, and he cares les». He 
wants your money, and if you are 
not wise he will get you. What 
does he leave in return? Some | 
shoddy goods te mourn over nf- 


| ter he has gone to the next town 
t or out of the state. | 


would take too much time and cost our merchants too 
many millions of dollars to work slowly. This is just 
a suggestion as to how I think it could be done. As I 
have had no experience in this kind of work it may 
not be the right way. 

What I intend to do is present this matter to the 
program committee, through our president, with in- 
structions to make a feature of it for one of the 
sessions. Any printed matter on the subject will be 
appreciated, so I can mail each member a copy for 
his consideration before coming to the convention. 
If you or Mr. Gray have any other suggestions to 
make we are open to receive them. 

(Signed) A. C. TALMAGE, 
Secretary-Treasurer, 
Montana Implement & Hardware Ass’n, Bozeman, 
Mont. 








This warning 
against the 
“Glorified Ped- 
dler” was for- 
warded to us 
by Rudolph 
renk of Quin- 
cy, Ill. It ap- 
peared in a 
local newspa- 
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FEATURE of the new Walbridge Store in Buffalo is 
the extensive use of showcases, which permit the in- 
spection of merchandise from all sides. 


Merchandising Policies That Made 
Walbridge a Household Word 


chandise and fair prices have 

made Walbridge & Co., Buffalo, N. 
Y., a successful hardware firm for the 
past 55 years. In 1869, when the 
business was started Buffalo was a city 
of 115,000 people, and had only one 
street car line. At that it was a city 
of possibilities, because of its unusual 
natural location on an inland lake. It 
was then an important factor as a dis- 
tribution center and is today among the 
foremost of cities in railroad loadings 
and handlings. 

Hardware plays an important part 
in the development of a community. 
The good hardware store grows with 
its community because its owner is a 
part of that community. So did Wal- 
bridge grow with Buffalo. C. E. and 
Harry Walbridge, the founders, had 
been with Pratt & Co. C. E. Walbridge 
fought in the Civil War and returned 
to his position at Pratt’s with the rank 
of colonel. Four years later the two 
brothers left Pratt’s, purchased the 
Hadley-Nichols' hardware _ store, 
changed its name to conform with 


Pi chanaise service, quality mer- 


their own and started in their careers 
as merchants. 

In less than ten years the business 
handled made larger quarters impera- 
tive. The boys moved from 271 Main 
Street to 287 Washington Street. An- 
other ten years necessitated another 
move—this time to Washington Street 
at South Division. The same year the 
brothers purchased the Pratt & Co. 
business and combined it with their 
own. 

Four years later their building was 
totally destroyed by fire. Temporary 
quarters were set up on Seneca Street, 
where business continued to flourish 
apace with the growing population and 
the increase in scope of Buffalo’s in- 
dustries. 

When the Walbridge brothers caught 
their breaths, they built another build- 
ing, modern, and seemingly spacious, 
but in two years’ time two adjacent 
stores were taken over. 

In 1900 the Walbridge large depart- 
mental hardware store was opened on 
Main Street. At this time the store 
was the talk of the trade. In 1915 the 


company established its first branch 
retail store. There are four branches 
now which serve the suburban and city 
community districts. 

The new Walbridge Building at 
Court and Franklin Streets will ever 
serve as a monument to honest and 
intelligent hardware merchandising, 
for the new building represents the 
possibilities of 55 years earnest en- 
deavor to serve a need. This building 
houses not only the main store but is 
an important office building in the city. 
It has eleven stories served by six 
elevators—two exclusively for Wal- 
bridge customers, one for freight and 
three for those going to and from the 
offices of other companies. 

The first floor is devoted to hard- 
ware and cutlery. Stoves, refrigera- 
tors, leather goods and toys are on the 
second floor. Executive offices are on 
the third floor. Glass and china are 
located in the basement. The _ sub- 
basement is used for the heating plant, 
transformer rooms and for storage. 

There are ten windows for the store. 
Six measure 18 feet by 6 feet, the other 
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four measure 4 feet by 5 feet. Very 
efficient illumination has been installed 
in all windows, so that all merchahdise 
displayed will be shown to the best 
possible advantage. 

The departments on the sales floors 
are arranged in a manner which en- 
ables the customer to save time in his 
buying, yet you will see that each cus- 
tomer must see a good portion of the 








HE liberal use of tables 

for the display of mer- 

chandise is a feature of 
splendid store of Walbridge & 
Co. The center view shows a 
particularly effective method 
of displaying precision tools. 








stock displayed. Floor area totals 
about 140,000 square feet. <A large 
warehouse is maintained as a source 
of supply for the factory and mill 
trade. 

The new Walbridge building is in it- 
self a credit to Buffalo and to the 
hardware trade. Its exterior towers 
over all buildings in that section of 
the city and is visible for many blocks. 

In all departments inside there is 
sufficient aisle space for customers who 
may wish to shop about the store. Suffi- 
cient aisle space always sets off the 
showcases to best advantage, which is 
another feature of this new merchan- 
dising institution. 

Careful lighting arrangements keep 
the store bright and attractive even 
on dark or stormy days. Lighting is 
a very important factor in drawing and 
keeping trade. 

Officers of the company are Harry 
Walbridge, president, George B. Wal- 
bridge, Harold W. Hunsiker, and Harry 
W. Bowen, vice-presidents, Phillip F. 
J. Muslopf, secretary, and George E. 
Ruby, treasurer. 


A Good Name 


¢¢ BT isn’t the dealer’s store—it’s 
What his name stands for that 
counts,” said a friend of ours 
the other day. 

We wonder how many dealers realize 
this truth. 

A Main Street location is desirable. 
An attractive front and an ample store 
room are desirable. A fine complete 
stock is desirable. A substantial bal- 
ance in the bank is particularly desir- 
able. 

But none of these desirable things— 
nor all of them put together—is so de- 
sirable, so necessary to permanent suc- 
cess and personal satisfaction, as the 
knowledge that your name stands high 
in the estimation of your trade and the 
public.—F rom Royal Breezes, published 
by the P. A. Geier Co. 
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Sells 200 Electric Cleaners a Year 
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In this article we tell you of the progressive merchandising methods 
of the Elderfield Hartshorn Co., which is situated in Niagara Falls, 
N. Y.—a city of 50,760 inhabitants 


By Enoch Lundauist 


HE modern hardware store with its wide vari- 

ety of merchandise finds it necessary to estab- 

lish contact with many classes and types of 
people. Selling saws, hammers, other tools and ma- 
terials requires contact with builders. Selling paints 
requires contact with painters and householders. Sell- 
ing sporting goods, contact with users of such equip- 
ment. Auto accessories, contact with motorists. 
Housewares, contact with housekeepers. Selling elec- 
trical labor-saving household appliances, likewise, re- 
quires the establishment of contact with a special type 
of prospect. To dispose of this variety of merchan- 
dise, the successful dealer adopts the methods that 
are best suited for selling each type of goods to its 
type of prospect. 

The successful dealer knows that “The merchan- 
dise sold itself’? does not fit in with modern methods, 
especially in selling electric cleaners and the other 
electrical labor-saving appliances to be found in the 
modern hardware store. It is necessary to display, to 
advertise and to demonstrate these appliances in a 
practical, proved manner if sales are to be obtained 
and profits result. 

The function of an electric cleaner is to remove 
dirt from floor coverings. In addition to store dem- 
onstrations it is well to demonstrate electric cleaners 
in the home, on the prospect’s own rugs. There she 
can be made to realize that she, herself, needs this 
time, labor and health saving device. There her in- 
terest can be developed into desire and the decision 
to buy. It becomes apparent then that electric 
cleaners can be sold to advantage outside the store 
and that a dealer should provide himself with the 
facilities for outside selling if the sales are to meas- 
ure up to the possibilities the appliance offers. In 
the interest of efficiency, some one person should be 
designated for this work and made responsible for 
the sale of electric cleaners, concentrating on this 
appliance alone. 

“That may be all right in a big city where there are 
thousands of wired homes, but it won’t do in my small 


city,” is the mental comment of many. The fact is 
it is practical for the hardware dealer in almost 
every town in the country to have a man sell ap- 
pliances of this nature. This is better realized when 
we consider that 56 out of every 100 wired homes 
in the United States have still to buy their first elec- 
tric cleaner. This means that even in the city of 
only 2000 wired homes there are on the average 1120 
homes which have no make of electric cleaners at all. 
No small market and certainly one worth cultivating 
well. 

“But,” the merchant may say, “where can I get a 
good salesman? I don’t know what kind to select. 
I don’t know enough about electric cleaners and the 
selling of them to train a man properly. I don’t 
know how to plan his work and, besides, I haven’t 
time to supervise him.” This is all true. The busy 
hardware man, with hundreds of different articles 
to sell, has a problem selecting the right man for any 
position in this store, let alone training a person to 
properly represent him in calling on customers out- 
side the store—a man who is sure to safeguard the 
store’s reputation and promote its best interests in 
all that he does. The teaching of a man, once he has 
been secured, the how and why of an appliance so 
that he can intelligently sell it, is work for a skillful 
salesman and instructor. Planning the work for an 
outside man is also a difficult and time consuming 
task. Nevertheless, such a selling program is really 
result getting. 

Seven years ago Elderfield Hartshorn Co. of Niagara 
Falls, N. Y., had seven makes of cleaners in stock. 
In disposing of them, store selling was relied upon 
entirely. Naturaly, considerable capital was tied up 
and good space was given over to the display. Sales, 
however, were small. During the entire year 1917 the 
sales on all the seven makes were only forty-three 
machines. 

The firm then concentrated on one line and adopted 


(Continued on page 69) 























January 22, 1925 


HARDWARE AGE 


61 


Big Business to Study Problem of 


Economical Distribution 


National Chamber of Commerce Holds Conference to Consider Methods 
of Eliminating Waste in Merchandising 


(WASHINGTON, Jan. 19, 1925.) 


MOVEMENT of far reaching con- 
A sequence and possibly of most 

important results was set on foot 
in Washington during the past week 
at the National Distribution Confer- 
ence of the Chamber of Commerce of 
the United States. One hundred and 
fifty well known business men, includ- 
ing the executives of large manufac- 
turing and merchandising units, bent 
their trained minds upon the problem 
of determining the most economic 
methods of bringing within the reach 
of the consumer the products of Amer- 
ican industry. 

The subject was too vast and far too 
complicated to admit of any important 
progress being made in the way of 
solving the problem at the conference 
itself, but lines of investigation and 
inquiry have been started that cannot 
fail to be productive of great benefit 
to both producer and consumer. The 
ramifications of the subject are mani- 
fold. 

Many Sides to Problem 


President Richard F. Grant of the. 


National Chamber of Commerce de- 
clared that “it is self-evident that the 
distribution of steel is wholly different 
from the distribution of dry goods, and 
the channel followed by a safety razor 
is quite different from that through 
which a pound of coffee is conveyed.” 
A feature of the conference was a care- 
fully considered address presented by 
Secretary of Commerce Hoover, in 
which he stressed the importance of 
investigating the subject of waste and 
its elimination in the distribution of 
merchandise. 

“T wish at once to make it clear,” 
said he, “that in speaking of waste I 
do not mean waste in the sense of will- 
ful waste, but economic waste, which 
is the natural outgrowth of a competi- 
tive system. I do not mean the waste 
that any single individual can correct 
by his own initiative, but the waste 








By W. L. Crounse 


that can only find remedy in coilective 
action. Nor are the wastes to which 
I refer to be corrected by any extension 
of the Ten Commandments, or by any 
legislative extension thereof. You can- 
not catch an economic force with a 
policeman.” 

The kinds of waste that cause costly 
losses were roughly cataloged by Mr. 
Hoover as follows: 

1. Waste from the speculation, -re- 
laxation of effort and extravagance of 
booms with the infinite waste from un- 
employment and bankruptcy’ which 
comes with the inevitable slump. 

2. Wastes from excessive seasonal 
character of production and distribu- 
tion. 

3. Waste caused through lack of in- 
formation as to national stocks, of pro- 
duction and comsumption with its at- 
tendant risk and speculation. 

4. Waste from lack of standards of 
quality and grades. 

5. Waste from unnecessary multipli- 
cation of terms, sizes, varieties. 


Business Practices Lack Uniformity 


6. Waste from the lack of uniformity 
of business practices in terms and 
documents, with resultant misunder- 
standings, frauds and disputes. 

7. Wastes due to deterioration of 
commodities. 

8. Waste due to inadequate trans- 
portation and terminals, to inefficient 


loading and shipping and unnecessary | 


haulage. 

9. Waste due to disorderly market- 
ing, particularly of perishables, with its 
attendant gluts and famines. 

10. Waste due to too many links in 
the distribution chain and too many 
chains in the system. 

11. Waste due to bad credits. 

12. Waste due to destructive compe- 
tition of people who are, in fact, ex- 
hausting their capital through little 
understanding of the fundamentals of 
business in which they are engaged. 

13. Waste due to enormous expendi- 





























ture of efforts and money in advertis- 
ing and sales promotion effort, without 
adequate basic information on which 
to base sales promotion. 

14. Waste due to unfair practices of 
a small minority. 

15. A multitude of wastes in use of 
materials, in unnecessary fire destruc- 
tion, in traffic accidents, and many 
other directions. 


Waste Runs Into Big Figures 


“These wastes,” continued Secretary 
Hoover, “are not the small change of 
industry and cemmerce. There is 
scarcely a step in this accomplishment 
of squeezing out waste which does not 
interpret itself in millions of dollars 
of annual saving. 

“As these wastes are enumerated 
they may seem to be of main interest 
to manufacturers and distributors. But 
in the end the public pays the bill. It 
is either charged into the consumers’ 
price of goods at one end, or sub- 
tracted from the wages of producers of 
raw materials, such as miners and 
farmers, at the other end. 

“The work of the department dur- 
ing the last three years has demon- 
started that there is a vast importance 
to these wastes. I am disposed to 
agree with a recent report of the En- 
gineering Council that they amount in 
many lines to 25 or 30 per cent of the 
cost paid by the consumer or producer 
of raw materials. 

“They cannot all be corrected, and 
where progress can be made it is only 
through toilsome building step by step 
in a thousand places, and always and 
only through the cooperation of well 
disposed trade and industry, and 
through a wider understanding of the 
problems involved,.and of the coordi- 
nation of effort necessary to secure 
results. This is not emergency work, 
as new wastes will constantly arise 
and permanent trade organizations are 
needed in each industry for their elimi- 
nation.” 





Value of Cooperative Advertising 


( Washington office of HARDWARE AGE) 
OOPERATIVE retail advertising 
C as a practical means of promoting 
retail trade is discussed by I. 
Rolph of the Domestic Commerce Di- 
vision of the Bureau of Foreign and 
Domestic Commerce in a pamphlet pre- 
pared with the help and at the sugges- 
tion of retail merchants, and just issued 
by the Department of Commerce. Al- 
though cooperation in the field of ad- 
vertising, the Division says, is a sign 
of the times, cooperative retail adver- 

tising is in its embryonic stage. 

The primary purpose of cooperative 





merce Division observes, is to promote 
sales. Its secondary aim, of equal im- 
portance, is to afford the opportunity 
of using an increased volume of adver- 
tising at a lower pro rata of expense, 
making it possible for even the small 
retailer to compete successfully in an 
advertising way. 

One of the most successful efforts 
at cooperative retail advertising is 
known as the “Golden Rule Sales-Day 
Plan,” which gets its name from the 
fact that uniformity in advertising, 
both as to the amount of space and 





the kind of type used, is strictly ad- 
hered to, thus eliminating any advan- 


retail advertising, the Domestic Com- | ae eee Se SOR ee ange See 


over the smallest firm. It is a com- 
bination of farmers’ auction sales and 
merchants’ special sales, and, originat- 
ing in a middle western town several 
years ago, has spread to more than 300 
communities. 


Will Improve Quality of Advertising 


A third advantage in cooperative re- 
tail advertising, the Division points 
out, is the opportunity it affords to 
bring about a high standard of ad- 
vertising. 
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Get the Facts First 


By Saunders Norvell 


rHNHE S. 8S. Empress of France sailed this week 
| trom New York for a trip around the world. 

Qn board were three hundred of “us Amuri- 
cans” who had put up $5,000 each, or $1,500,000. 
This vessel belongs to the Canadian Pacific Rail- 
way Company. She is one of a large fleet. Busi- 
ness for these Transatlantic liners is good only 
during the summer months. The problem is what 
to do with some of their vessels during the early 
winter. To allow these vessels to lie idle in dock 
would cause a tremendous loss in interest. Some 
method had to be evolved to help pay overhead 
expenses during the winter months and to pay the 
salaries of their officers and crew. Therefore, these 
winter cruises around the world. 

Now a certain advertising concern here in New 
York was employed to advertise these cruises. You 
no doubt have noticed their attractive advertise- 
ments in all the magazines. When one of “us 
Amuricans” who hasn’t the $5,000 reads one of 
these ads, it makes us feel like going out and hold- 
ing up a train so we can go along, too! 

However, the point of this story is that one of 
the partners of this advertising concern will travel 
as far as Naples. This gives him two weeks on 
board. He will then immediately return to the 
United States. 

The day before he sailed I had luncheon with this 
gentleman and he to!d me he was being sent by his 
advertising company to interview each of these 
three hundred $5,000 tourists with the one and only 
idea of finding out what induced them to take the 
cruise. Was it an ad? Which ad? Was it a letter? 
What letter? Did someone te!l them about this 
cruise? Who was it? Why did they select this 
ship? .This advertising man will tabulate this 
information and his company will continue their 
future advertising based on the information he 
gathers. 

I used to know a bright boy in St. Louis. This 
boy was poor but he managed, by hard work, to get 
an education at one of the smaller Western colleges. 
He had a good, clear mind. He had will power 
plus. He was an indefatigable worker. He wished 
to get the job of publicity man for a prominent 
corporation in New York. He worked and saved up 
his money. When he had accumulated a surplus, 
he came to New York and devoted all of his time 
and attention to getting the job he wanted. He 
lived economically on his surplus while he was 
waiting and working. - In the meantime, he did not 
try to get any other job. He knew what he wanted 
and he never quit night or day, bringing every in- 
fluence to bear to get this job. He got it and made 
good. 

This man today has a curious position with one 


of the most powerful railroad systems in the United 
States. What does he do? First, through pub- 
licity in every channel along the railroad and all 
over the United States, he sells this road to the 
public. Suppose some branch road—some feeder 
of this mighty system—does not pay. It is his job 
to find out exactly why it does not pay. He uses 
every available source of information. He has a 
large force of employees under him. Everybody 
who has any influence upon the shipping of freight 
over this branch road is interviewed. The results 
of these interviews are tabulated. They find out 
exactly why they are not getting the business. 
When he gets all of his facts straight, when these 
facts are studied and analyzed by experts, then 
and not until then, do they figure on their plans 
for getting the business they want on this particu- 
lar branch road. 

This week I had a very intelligent luncheon guest 
connected with the hardware trade. He read 
“Forty Years of Hardware” and he also reads these 
weekly articles. He travels all over the country 
and he gets the reactions to a good many things of 
hardware men. It is a part of his job to learn, as 
exactly as possible, what the hardware manufac- 
turers, jobbers and retailers are thinking about. I 
asked him what he had heard in the form of 
criticisms about my articles. Some of the things 
he told me made me gasp with surprise. 

He said that one hardware man had remarked 
that he did not enjoy reading my statement that the 
drug trade was more advanced than the hardware 
trade. I do not remember ever having written or 
said that, but what I have said or what I may have 
written, is that the drug trade in some of their 
developments in the space of time are about ten 
years beyond the hardware trade. Please note I 
am using the word “beyond” instead of the word 
“ahead.” 

Now by this I wish to carefully explain that I 
do not mean that the drug business is better than 
the hardware business or that the drug man is a 
better business man than the hardware man. What 
I am trying to convey in these articles is that in 
good developments and in many bad developments, 
the drug business in space of time has progressed 
ten years further into the future than the hardware 
trade; or, to reverse the illustration, I see very 
plainly that unless the hardware trade are clear- 
headed, unless they study the drift of the times and 
unless they do something to correct this drift, in 
ten years from now when we look back, we will find 
the hardware business has been drawn into the 
same serious mistakes that have been made by the 
drug trade and conditions will have been brought 
about that have almost entirely destroyed the 
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profits, both of the wholesalers and the retailers. 

If I have learned some things in the drug busi- 
ness that have been of great and serious injury to 
this business and if it is my judgment that the 
hardware business is trying to follow in the foot- 
steps and to make the same mistakes that have 
been made in the drug business, am I serving the 
hardware trade by expressing my views? 

I have been trying to study the retail situation 
exactly as the advertising man who went on the 
ship this week will study the passengers on that 
ship and their reaction to the advertising of his 
company. I have been studying the retail business 
exactly as the man I wrote about above who took the 
position with the railroad first studied the condi- 
tions along the route of his railroad before he 
. attempted to recommend any constructive action to 
remedy these conditions. 

I had intended to write on the subject of the price 
of hardware. Some of my retail friends seem to 
feel pretty keenly on this subject. 

I had intended to write about “group buying.” 

I might also write about jobbing houses, known 
in the drug trade as “mutual” houses. 


I had intended to write in regard to the effect 
of national advertising upon the wholesale and re- 
tail druggist. 

The wholesale druggist is almcst willing to admit 
that his salesman is simply an “order-taker’ and 
that nothing else can be expected from him. Is 
that the direction in which the hardware salesman 
is also drifting? 

All these things, it seems to me, are worthy of 
careful study on the part of hardware manufac- 
turers, jobbers and retail merchants. Possibly in 
studying them some very unpalatable truths must 
be faced. Is the hardware trade in the state of 
mind to face these truths or even an attempt to 
approach the truth on these subjects, or do they 
prefer to take a narcotic and dream that everything 
is all right and there is no trouble in sight? 
Optimism is a wonderful thing. I have just been 
cleaning up a stock of goods bought by some 
optimists. Cleaning up the mistakes made by some 
of these optimists in their buying possibly is mak- 
ing pessimists of all of us who have this job. 











$25,000 in Radio Sales in 1924 


OU will always find one window devoted to a radio display at the store of Summit 
Hardware & Electric Co., Main and Fillmore Streets, Buffalo, N. Y._ This firm 
sold about $25,000 worth of radio last year and finds its entire electrical depart- 


ment a very profitable investment. 
Bender is the manager. 


Half of the store is devoted to this section. W. J. 























HARDWARE AGE 





January 22, 1925 








CURRENT NEWS 








“The Nutmeggers” New 
Hardware Organization 


An organization meeting of “The 


Nutmeggers” was held Monday eve- | 


ning, Jan. 12, at the Burritt Hotel, 
New Britain, Conn. The purpose of 
this organization is to foster good 
fellowship and _ better acquaintance 
among all traveling salesmen who call 
on the hardware trade in the State 
of Connecticut. The club further aims 
to cement closer relationship between 
these salesmen and the hardware mer- 
chants of that State. 

Fred Rackliffe, Rackliffe Bros. Co., 
Inc., New Britain, made it possible for 
the club to have a very fine banquet at 
the hotel preceding the organization 
meeting. 

Officers elected are Leon Schwartz, 
Patterson-Sargent Co., president; Lin- 
ford C. White, Standard Tool Co., sec- 
retary-treasurer. 

The next meeting of The Nutmeg- 
gers will be held at the Burritt Hotel, 
New Britain, Conn., Wednesday eve- 
ning, Feb. 18, at 6 p. m. 


Rogers New Sales Manager 


With Johns-Manville, Inc. 


Granville P. Rogers has been ap- 
pointed sales manager of the general 
automotive equipment of Johns-Man- 
ville, Inc., 292 Madison Avenue, New 
York City. Mr. Rogers was formerly 
general sales and advertising manager 





Manser Elected President 
North Jersey Assn. 


Arthur Manser, Summit, N. J., was | 


elected president of the North Jersey 
Hardware and Supply Association at 
the regular monthly meeting held at 
the Down Town Club, Newark, N. J., 
Tuesday, Jan. 13. Other officers elected 
are: A. G. Birkenmeir, Newark, N. J., 
first vice-president; Louis Schelling, 
Hoboken, second vice-president; I. T. 
Madsen, Perth Amboy, third vice-pres- 
ident, and William F. Littell, Jr., New- 
ark, N. J., was reelected secretary- 
treasurer for the thirteenth time. 

Directors for the year are Matthias 
Ludlow, Newark; W. J. Criger, Pater- 
son; Theodore Romaine, Hackensack; 
V. A. Whitla, Paterson; Morris Miller, 
Jersey City; Lawrence Landrine, Jer- 
sey City, and C. F. Werner, East Or- 
ange. Sidney J. Milligan was nominat- 
ing chairman. 

Newly elected President Manser ex- 


pressed his appreciation for his election | 


and said he hoped for better attendance 
during 1925. Matthias Ludlow paid 


tribute to retiring President Imler. The 


other officers said the meetings had al- 
ways been enjoyable and they, too, 


_ thanked the organization for the honors 


received. 
Secretary Littell advocated the return 


' of the question box as a means of mak- 





ing the meetings more _ interesting. 
Brief remarks were made by A. A. Wil- 
liams of Good Hardware and by Charles 
J. Heale, associate editor HARDWARE 


| AGE. 


of the Pyrene Mfg. Co. and vice-presi- | 


dent, general sales manager and adver- 





Granville P. Rogers 


tising manager of the Kant-Rust Prod- 
ucts Corp., New York City. 

Mr. Rogers is vice-chairman of the 
membership committee, A. E. A., and 
very active in the work of that organi- 
zation. He is also prominently identi- 
fied with the Auto Accessory Branch of 
the National Hardware Association, 
and is a member of the New York 
Sales Managers Club and the Advertis- 
ing Club of New York. 





ee 





The meeting was preceded by a sup- 
per. 


————— - -- 


Winchester Club Elections 


on the West Coast, 
Members of the Winchester Club on 


the West Coast have elected officers for 


the year 1925. The Winchester Club 
of Southern California, at Los Angeles, 
elected: Ray Mitchell, San Pedro, pres- 
ident; William Claypool, Needles, first 
vice-president; J. L. Belt, Los Angeles, 
second vice-president; Frank Keller, 
San Bernardino, third vice-president, 
and H. E. Reeves, Torrance, secretary- 
treasurer. 

The Winchester Club of northern 
California and western Nevada at San 
Francisco elected Frank R. Barcroft, 
Merced, Cal., president; H. M. Weeks, 
Sebastopol, Cal., first vice-president; 
E. G. Steacy, Lodi, Cal., second vice- 
president; L. S. Dennis, Vallejo, Cal., 
third vice-president, and R. D. Dixon, 
Santa Rosa, Cal., secretary-treasurer. 

The Winchester Club of Washington, 
Oregon and northern Idaho, at Se- 
attle, Wash., elected: George Rankin, 
Yakima, Wash., president; Roscoe 
Ames, Albany, Ore., first vice-presi- 
dent; C. A. Cadwell, Union, Ore., sec- 
ond vice-president; F. C. Taylor, Reeds- 
port. Ore.. third vice-president, and 
A. J. Austin, Olympia, Wash., secre- 
tary and treasurer. 








5 Per Cent Extra Pay for Em- 
ployees of Aluminum Goods 


Mfg. Co. 


As a recognition of their faithful 
service, the Aluminum Goods Mfg. Co., 
manufacturer of aluminum ware, Man- 
itowoc, Wis., has given its employees 
an additional compensation based on 
5 per cent of their last year’s salary 
or wage. 

According to an announcement made 
by the company, this extra pay amounts 
to approximately $170,000. This amount 
is in addition to a $30,000 gift which 
was distributed at Christmas time. 





George Vits, president, Aluminum 


Goods Mfg. Co. 


In making the announcement, George 
Vits, president of the company, ex- 
plained: “This added compensation is 
being given as a practical means of 
conveying our appreciation for the 
loyalty and faithful service of our em- 
ployees. 

“You may be’sure we are mighty 
glad that the good business of 1924 
and the prospective outlook for 1925 
enable us to pay this additional wage. 

“We know that the plans of the of- 
ficers of the company and the money 
put into our advertising and sales pro- 
motional work must be backed by our 
employees. In fact, we value our or- 
ganization—our workers—as one of 
our greatest assets. It is our aim to 
always give them the preferred con- 
sideration they are justly entitled to.” 





Building Production Plant 


The Boswick-Goodell Co., Norwalk. 
Ohio, manufacturers of screens. is 


planning to erect a new production plant 
to enable an increase in present manu- 
facturing facilities. 
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Fred. E. Underhill 
Dead 


President, Underhill, Clinch & Co., 
New York, Died Jan. 15—Was 52 
Years Old—Sick Four Days 


Frederick E. Underhill, president, 
Underhill, Clinch & Co., 84 White 
Street, New York City, hardware job- 
bers, died Jan. 15, following a_ short 
attack of typhoid fever. Mr. Underhill 
was 52 years old and had been in the 
hardware jobbing business since 1893. 
He became president of the concern in 

0 


Mr. Underhill was a captain of the 
Officers’ Reserve Corps, a member of 
the 7th Regiment, N. Y. N. G., and a 
member of several other military or- 
ganizations, and historical clubs. 

The late Mr. Underhill was a very 
keen student of merchandising and dis- 
tribution. 








Brooklyn Dealers Guests of 
J. J. Snyder | 


More than fifty members of the | 
Brooklyn Retail Hardware Association 
were guests of J. J. Snyder, Jan. 15, 
when the regular January meeting of 
the organization was held at Mr. Sny- 
der’s new and very modern store at 
Bedford and Snyder Avenues, Flatbush, 
Brooklyn. 

In groups the members inspected the 
new store and many noted ideas in 
modern retail operation which should 
help them in their own stores. 

Following the regular business of the 
meeting, Mr. Snyder gave a brief and 
very interesting outline of his hard- 
ware experiences and told many un- 
usual anecdotes regarding the establish- 
ment of the business 52 years ago. 


Allen Elected President of 
Buffalo Association 


George G. Allen was elected presi- 
dent of the Buffalo and Suburban 
Hardware As@ociation (N. Y.), Jan. 6. 
Other officers elected for 1925 are J. L. 
Craig Wilson, vice-president; Herbert 
M. Woelfel, secretary, and Louis Stein- 
metz, treasurer. 

Following the election of officers a 
luncheon was served. The meeting was 
judged one of the largest and most 
‘ enthusiastic in some months. 


Tuthill Reelected President 
R. H. Board of Trade 


Irving W. Tuthill, Richmond Hill, 
N. Y., hardware merchant, has been 
reelected president of the Richmond 
Hill Board of Trade. It is Mr. Tut- 
hill’s intention to take active measures 
to protect the merchants of Richmond 
Hill from the unfair inroads of non- 











affiliated house-to-house canvassers. 


American National Co. 


J. B. Hagle has been appointed fac- 
tory representative in the Twin Cities 
district for the sale of products made 
by the American National Co., Toledo, 
Ohio. Mr. Hagle’s territory will in- 





J. B. Hagle 


clude Minnesota, Iowa, Wisconsin, 
North Dakota and South Dakota. He 
will make headquarters in Minneapolis 
and St. Paul, and will handle the com- 
plete line of juvenile vehicles manu- 
factured by the American National Co. 





Chalfant Elected President of 
M.& A. M. A. for 1925 


E. P. Chalfant. chairman of the 
board, Gill Mfg. Co., has been elected 
president of the Motor and Accessory 
Manufacturers’ Association. He suc- 
ceeds G. B. Griffin, manager of the 
automotive — division, Westinghouse 
Elec. & Mfg. Co., who is now a mem- 
ber of the board. 

Mr. Chalfant has been a director of 
the association for several years and 
has servec on several important com- 
mittees of the organization. He is also 
president of the Rotary Club of New 
York City. 

H. L. Horning, secretary and general 
manager. Waukesha Motor Co., Wau- 
kesha, Wis., has been elected first vice- 
president; C. H. Flinterman, general 
manager, Michigan Steel Casting Co., 
Detroit, is second vice-president; Eu- 
gene B. Clark, presfent of Clark 
Equipment Co.. Buchanan, Mich., was 
elected third vice-president. 

L. M. Wainwright, president, Dia- 
mond Chain & Mfg. Co., Indianapolis, 
was reelected treasurer. and J. M. 
McComb, vice-president, Crucible Steel 
Co. of America, was reelected secre- 
tary and assistant treasurer. 


| 
} 








J. B. Hagle to Represent British Railway Opens 


American Office 


Will Enable American Shippers to 
Determine Rate Information to 
Destination in Interior of 
Great Britain 


Shippers to Great Britain who, until 
now, have been put to great loss of 
time in obtaining through freight rates 
from America to destinations in the 
interior of Britain, welcome the an- 
nouncement of the opening by the Lon- 
don, Scottish and Midland Railways of 
offices in the United States and Can- 
ada for the immediate dissemination of 
such information. 

Heretofore shippers have been forced 
to content themselves with rates from 
America to one of the British seaboard 
ports. For the cost of shipping mer- 
chandise to ‘nterior destinations, cabling 
or writing—with the attendant loss of 
time or money—has been necessary. 
Now they can obtain accurately—and 
immediately—the cost of delivery di- 
rect to their customer’s door. 

Closely following the expressed hopes 
of the British Premier, Stanley Bald- 
win, for closer trade relations between 
the two nations, this is looked upon as 
a great step forward in that direction. 

The United States office of the L. M. 
S. already has been opened at No. 1 
Broadway, New York City. An office in 
Canada will be established in the near 
future. Both will be in charge of 
Thomas A. Moffet, one of the com- 
pany’s freight traffic officers who re- 
cently arrived from England. These 
offices will be equipped with complete 
information as to port dues, transfer 
and storage charges and inland freight 
conveyance rates from all of the im- 
portant seaports of Great Britain to the 
interior. 

Mr. Moffet is thoroughly acquainted 
with the shipping needs of this country, 
having traveled extensively on this side 
of the Atlantic. He has evolved a care- 
fully worked-out plan for reducing 
overheads on storage and distribution 
of merchandise in Great Britain which 
should appeal strongly to American 
firms trading in that country. 

The London, Midland and Scottish 
Railway—born of the recent railroad 
mergers in Britain—is one of the 
largest railroads in the world, operat- 
ing over 20,000 track miles and backed 
by an issued capital of £398,000,000 
sterling. It practically covers Great 
Britain, handles 175,000,000 tons of 
freight annually and has direct access 
from all of the great ports on the Brit- 
ish seaboard to every part of England, 
Scotland, Wales and industrial Ireland. 


Hack Saws and Files Now 
Made by Ohlen-Bishop 


The Ohlen-Bishcp Co., Lawrenceburg, 
Ind., as added hack saws and files to 
its line. 
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Effective Tack Assortments 
The counter display cartons of 


household tacks, recently placed on the 
market by the Shelton Tack Co., Shel- 
ton, Conn., in coniunction with the Hol- 
land Mfg. Co., Baltimore, Md., are a 
decided innovation in tack merchandis- 
ing in that they not only reduce the 
retailer’s tack stock 60 per cent, with- 
out, however, 
range of sizes, but present the mer- 
chandise to prospective buyers in an 
effective manner. 





A valuable feature claimed for the 
company’s tack merchandising plan is 
the fact that the various sizes are not 
designated by weight but by length, the 
sizes being plainly marked in fractions 
of an inch. 

For the household trade the company 
states that it has found by a practical 
survey that the sixteenth of an inch 
difference in sizes is not necessary, and 
for that reason it recommends the 
eighth of an inch difference in sizes 
only. 





The entire range of sizes which have 
been found to be entirely adequate to 
the householder’s requirements, and 
which are now being marketed by the 
company in its attractive cartons are 
as follows: 

One-quarter-inch upholsterers’ tacks 
for shades and oilcloth. 

Three-eighth-inch upholsterers’ tacks 
for screens, etc. 

One-half, 5% and %-in. carpet tacks 
for general household use. 

One-half-inch double pointed tacks 
for matting and linoleum. 


| 
| 


limiting the practical | 
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Heads Can’t Come Off 


The Estwing Mfg. Co. of Rockford, 
Ijl., announces the addition of two new 
items to its line, “Unbreakable” ham- 
mers and “Unbreakable” hatchets. 

The unusual feature of the items is 
that the head and the handle are 





forged in one piece of high-grade steel, 


and the company offers to make free 
replacement in case of *th®#handle 
breaking or becoming loose. The lower 
end of the handle is 
wooden grip, securely riveted on. 

The manufacturer claims that the 
tools have been thoroughly -tested out 


uipped with a | 





and -will stand up under the: hardest | 


kind of severe usage. 





Clever Auto Stop Light 


The Woodworkers’ Hardware Mfg. 
Co., 1201 Cortland Street, Chicago, has 
recently placed on the market a clever 
and new type of stop light designed for 
automobiles which is copied after the 
standard boulevard traffic lights, with 
red, yellow and green signals, and 
is used on the front of the car as well 
as the rear. 


This system is connected up with the | 


controlling levers of the car in such a 
way that the proper signals will be 
given automatically, no matter how 
the driver operates his car. 

Anyone observing these signals will 
know exactly what the driver is doing, 
or intends doing, in the way of con- 
trolling his car, as they have the same 
meaning as do the boulevard traffic 
signals. 

For example: When the green sig- 
nal is on the car is going ahead, and 
driver is making no effort to stop it. 





If the yellow signal is on driver is con- | 


trolling his car to slow down, or if al- 
ready standing still, is getting ready 
to go. If the red signal shows, driver 


is actually trying to stop or is already | 


stopped. These signals cannot be given 
unless the driver is controlling his car 
in a way corresponding with them. The 
colors may be changed in the signal 
lamps to comply with those required 
to meet the laws of different states. 





This system goes a step farther than | 


the boulevard system by the addition of | 
two or more signals which are hand) 


operated in a very convenient and prac- | 


tical way, and indicate the driver’s in- 
tentions of turning either right or left. 
These signals are orange and violet 
and are self indicative owing to the 
design of the signal lamp, which is in 
the shape of the letter “T,” the trade 
name being Safe-T-Lite. 

The placing of a functioning signal 
on the front end of the ¢ar is entirely 
new, and it is the place where one is 
most needed, as 68 per cent of all acci- 
dents are caused by the car coming 
toward vou. Many persons that have 
been killed might be alive today had 
they known what the oncoming driver 
intended to do, or was doing, in the 
way of controlling his car. An auto 
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never kills a person after it has passed 
them; it is when it is coming toward 
them that it is dangerous and should 
automatically send forth its warning 
of the degree of caution necessary for 
safety to those that may dangerously 
obstruct its path. 





One Piece Steel Bridging 
for Wood Joists 


The General Fireproofing Co., 
Youngstown, Ohio, has placed on the 
market a new time, labor and expense 
saving device known as the new GF 
Duplex Steel Bridging. It is simple in 


construction and use and eliminates 
the  epapend of cutting bridging from 
wood. 





The bridging, which is delivered split and in 
one piece, is grasped in the hands and the 
two parts spread as in this manner. 


The bridging comes finished, ready 
to nail in place. Each unit is made 
of a single piece of steel cut and 
formed to accurate shape and size, 
making a complete cross bridging. 
Nailing ends are bent to the proper 
angle and all that is necessary is to 
spread the two arms of the bridging 
apart by hand and nail to the joist. 
The GF Duplex Steel Bridging is 





After the 


bridging has been spread apart 
work of installation between joists is easy. 


made from heavy gage steel, flanged 
and ribbed to give extra stiffness, and 
chen painted, 

Four nails only are required to use 
this bridging, which is made in six 
standard sizes for different heights 
and joist spacings. 

The manufacturer offers to send 
gratis a sample outfit to interested 
dealers, who will find, it is said, a big 
market for this equipment among con- 
tractors and builders. 
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Coming Hardware Conventions 
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AMERICAN HARDWARE MANUFACTURERS 
ASSOCIATION CONVENTION, Dallas, Texas, 
April 21, 22, 23, 24, 1925. Headquarters, 
Adolphus Hotel. F. D. Mitchell, secretary- 
treasurer, 1819 Broadway, New York City. 


ARKANSAS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Little Rock, May, 1925, 
L. P. Biggs, secretary, 815-816 Southern 
Trust Building, Little Rock. 


CALIFORNIA RETAIL HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND ExX- 
HIBITION, Civic Auditorium, San Francisco, 
March 11, 12, 13, 1925. Le Roy Smith, sec- 
retary, 112 Market Street, San Francisco. 


HARDWARE ASSOCIATION OF THE CAROLINAS 
CONVENTION AND EXHIBITION, Spartanburg, 
Ss. C., June 9, 10, 11, 1925. Arthur R. 
Craig, secretary-treasurer, 717-718 Com- 
mercial Bank Building, Charlotte, N. C. 


CONNECTICUT HARDWARE ASSOCIATION 
CONVENTION, Hotel Burritt, New Britain, 
Conn., Feb. 19, 20, 1925. Henry S. Hitch- 
cock, secretary, Woodbury. 


ILLINOIS RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hotel Sher- 
man, Chicago, Feb. 17, 18, 19, 1925. Leon 
D. Nish, secretary, Elgin, Il. 

IDAHO RETAIL HARDWARE & IMPLEMENT 
DBALERS’ ASSOCIATION CONVENTION, Owyhee 
Hotel, Boise, Feb. 18, 19, 20, 1925. E. E. 
Lucas, secretary, Hutton Building, Spokane, 
Wash. 

INDIANA RETAIL HARDWARE 
CONVENTION AND EXHIBITION, Cadle Tab- 
ernacle, Indianapolis, Jan. 27, 28, 29, 30, 
1925. G. F. Sheely, secretary, 911-913 
Meyer-Kiser Bank Building, Indiarapolis. 

IowA RETAIL HARDWARE ASSOCIATION 
LONVENTION AND EXHIBITION, Des Moines, 
Feb. 10, 11, 12, 18, 1925. A. R. Sale, sec- 
retary, Hardware Building, Mason City. 


ASSOCIATION 


KENTUCKY HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Jefferson County 
Armory, Louisville, Jan. 20, 21, 22, 23, 1925. 
J. M. Stone, secretary-treasurer, 200 Re- 
public Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Grand Rap- 
ids, Feb. 24, 25, 26, 27, 1925. Karl. 58. 
Judson, 248 Morris Avenue, Grand Rapids, 
manager of exhibits. A. J. Scott, secretary, 
Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, St. Paul Auditorium, St. 


Paul, Feb. 17, 18, 19, 20, 1925. Cc. 
Casey, secretagy, Nicollet Avenue and 
Twenty-fourth Street, Minneapolis. 


MISSISSIPPI RETAIL HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Biloxi, 
June 8, 9, 10, 1925. Guy Nason, secretary, 
Starkville. 

MISSOURI RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Statler, Ho- 
tel, St. Louis, Jan. 26, 27, 28, 1925. F. X. 
Becherer, secretary, 5106 North Broadway, 
St, Louis. 


MONTANA IMPLEMENT AND HARDWARE 
ASSOCIATION CONVENTION, Helena, Feb. 13, 
14, 1925. A. C. Talmadge, secretary-treas- 
urer, Bozeman. 

MOUNTAIN STATES HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Denver, 
Colo., Jan. 27, 28, 29, 1925. W. W. Mc- 
Allister, secretary-treasurer, Boulder, Colo. 

NATIONAL RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Philadelphia, Pa., June, 
1925. Herbert P. Sheets, secretary-treas- 
urer, 130 East Washington Street, Indian- 
apolis, Ind. 

NEBRASKA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Omaha, 
Neb., Feb. 3, 4, 5, 6, 1925. Convention 
headquarters, Rome Hotel; exhibition, City 
Auditorium. reorge H. Dietz, secretary, 
414-419 Little Building, Lincoln. 

NEW ENGLAND HARDWARE DEALERS’ ASSO- 

CIATION CONVENTION AND FESXHIBITION, Me- 
chanics’ Building, Boston, Mass., Feb. 23, 
24, 25, 1925. George A. Fiel, secretary, 80 
Federal Street, Boston 9, Mass. 
YorK STATE RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, 
Buffalo, Feb. 10, 11, 12, 13, 1925. Head- 
quarters, Hotel Statler. Exposition at the 
Broadway Auditorium. John B. Foley, 
secretary, City Bank Building, Syracuse. 


NEW 


NORTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, Grand 
Forks, Feb. 11, 12, 13, 1925. C. N. Barnes, 
secretary, Grand Forks. Mr. Barnes may 
also be addressed for information in con- 
nection with the exhibit. 


HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Columbus, Feb. 10, 
11, 12, 13, 1925. James B. Carson, secre- 
tary, 1001 Schwind Building, Dayton. 
OKLAHOMA HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Masonic Temple, 


OHIO 


Oklahoma City, Feb. 3, 4, 5, 1925. Charles 
L. Unger, secretary-treasurer, Oklahoma 
City. 


ONTARIO RETAIL HARDWARE ASSOCIATION 
CONVENTION, King Edward Hotel, Toronto, 
Feb. 17, 18, 19, 20, 1925. W. F. Macpher- 
son, secrétary, Prescott, Ont. 


STUY Uae TLE 
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OREGON RETAIL HARDWARE AND IMPLE- 
MENT DEALERS’ ASSOCIATION CONVENTION, 
Multnomah Hotel, Portland, March 4, 5, 6, 
1925. E. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Daven- 
port Hotel, Spokane, Wash., Feb. 25, 26, 27, 
1925. E. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARRY 
HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Philadelphia Commercial Mu- 
seum, Feb. 16, 17, 18, 19, 1925. Sharon 
F. Jones, secretary, 604 Wesley Building, 
Philadelphia, Pa. 

SOUTH DAKOTA RETAIL 
CIATION CONVENTION, Sioux Falls, 
25, 26, 27, 1925. Charles H. Casey, 
ager, Nicollet Avenue at Twenty-fourfh 
Street, Minneapolis, Minn. . 


HARDWARE ASSO- 
Feb. 24, 


Inan- 


SOUTHERN HARDWARE JOBBERS ASSOCIA- 
TION CONVENTION, Dallas, Tex., April 21, 
22, 23, 24, 1925. Headquarters, Adolphus 
Hotel. John Donnan, secretary, Richmond, 
Va. 

SOUTHEASTERN RETAIL HARDWARE 
CIATION, COMPRISING TENNESSEE, ALABAMA, 
GEORGIA AND FLORIDA, CONVENTION AND 
EXHIBITION, Birmingham, Ala., May 12, 13, 
14, 1925. Walter Harlan, secretary-treas- 
urer, 701 Grand Theater Building, Atlanta, 


¥ 
ra, 


ASSO- 


SOUTHERN CALIFORNIA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, 
Ambassador Auditorium, Ios Angeles, 
March 18, 19, 20, 1925. H. l.. Boyd, secre- 
tary-treasurer, 618 Hellman Bank Building, 
650 South Spring Street, Los Angeles. 

TEXAS HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Dallas, Jan. 20, 21, 
22, 1925. Dan Scoates, secretary-treasurer, 
College Station. 


VIRGINIA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND . EXHIBITION. Jefferson 
Hotel, Richmond, Feb. 10, 11, 12, 1925. 


Thos. B. Howell, secretary-treasurer, Rich- 
mond. 

ASSOCIATION 
Clarksburg, 
James B. Carson, 
Building, Dayton, 


WEST VIRGINIA HARDWARE 
CONVENTION AND EXHIBITION, 
Jan. 20, 21, 22, 23, 1925. 
secretary, 1001 Schwind 
Ohio. 

WISCONSIN RETAIL 


HARDWARE ASSOCIA- 


TION CONVENTION AND EXHIBITION, Audi- 
torium, Milwaukee, Feb. 4, 5, 6, 1925. 
George W. Kornely, exhibit manager, 1476 
Green Bay Avenue, Milwaukee. re de 
Jacobs, secretary-treasurer, Stevens Point. 








Mr. LLEW S. SOULE, Editor, 
HARDWARE AGE, 
New York, N. Y. 

Dear Mr. Soule: 


Please send along Mr. Norvell’s book also HARDWARE AGE. 
AGE ever since it has been in existence. 


must admit you have a wonderful trade paper. 
Thanking you for your patience with me. 


I have been reading HARDWARE 
I believe the old name was /Jron Age years ago. Il 


I am 


Yours very truly, 


(Signed) M. L. KIMBROUGH, 


Shapleigh Hardware Co., 


St. Louis, Mo. 
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The Truth About Tacks 





What practical simplification will do for the manufacturer, jobber and 
retailer of Hardware tacks and nails 


Herbert S. Holland 


Chairman, Standardization and Simplification Committee, 
American Tack Manufacturers’ Association 


N beginning I wish to recall to our readers’ at- 

tention the article of ‘Specific Tacks for Specific 

Purposes” by J. E. McCarter, published in the 
HARDWARE AGE, Jan. 15. I believe that with regard 
to general use of tacks for household purposes the 
simplification recommended is practical and logical. 
That for general use only two kinds of tacks and 
Six sizes answer all household requirements. For the 
general line of shelf hardware where special tacks 
are required for manufacturing purposes the present 
list cannot be reduced to such an extent. Still there 
remains much that can be done to accomplish a very 
material and much needed reduction from the present 
assortment. 


We have already dealt with simplification by re- 
designation of tack lengths in a recent editorial “Why 
tacks should be sold according to length,” which makes 
practical a.50 per cent reduction from present stocks. 

In outlining further revision we must consider the 
practical side of tack making and the purposes to 
which the tacks are applied. 


The present hardware list covers twenty-five differ- 
ent styles of tacks, many of which from practical 
tack making are similar and for average commercial 
purposes can be eliminated without question. In many 
cases the substitution of standard goods can be used 
to equal advantage. 

Carpet tacks, known to the trade as common tacks, 
have gone through a series of manufacturing changes 
which depart from the regular standard and render 
them useless for the purposes generally used. Carpets 
have long passed from vogue, and, while the average 
person speaks of them in terms of carpets, they are 
applied to furniture and general work about the home 
where a good commercial upholster tack or Swedes 
carpet tack should be used. Competition over the 
recent years have brought a change from the old 
standard which has resulted in “slugging” or in- 
creasing the weight of the tack to offset this comneti- 
tion. As the average user of tacks knows little or 
nothing about them, they have passed as commercially 
salable. Therefore I would strongly recommend the 
discontinuing of this line. In order to give the general 
household user of tacks a variety which would better 
suit their needs and to furnish the dealer with a 
more attractive method of selling, the 250-count carpet 
tacks, packed in half-gross counter display cases, were 
introduced. These are assorted 6, 8 and 10, which 
represent in their extreme lengths only 4% in. With 
the practical allowance for variation, one tack would 
answer all general requirements. However, much like 


the American carpet tacks, these tacks have become 
highly competitive and the tacks reduced in weight 
to give less ounces of metal for the 250 count desig- 
nated on the boxes. The consumer is getting a product 
too light for practical household use, with a corres- 
ponding reduction in the size of the head. I therefore 
see no value in the count tacks other than for display 
purposes, and as the half-gross boxes are too large 
and heavy they are usually found under the dealer’s 
counter. To provide this feature for the jobber and 
retailer, I would recommend all tacks in fancy counter 
display boxes. 

American Cut tacks were originally known as the 
common American tacks, and manufactured from the 
old American iron. The poor quality of iron in those 
days necessitated the American manufacturer of tacks 
to seek the foreign market for raw material with which 
to produce a good quality of tacks to meet the manu- 
facturing trade requirements. For this reason Swedes 
iron was imported whence came the usual trade name 
of Swedes Carpet, Cut and other styles of Swedes 
tacks. To the old maker of tacks who used the old 
American iron it was not an uncommon occurrence 
to have sparks fly from the cutters and the heads 
break from the shank as soon as the tacks struck 
the metal pan under the machine. Today the American 
manufacturers of sheets have improved their stand- 
ards of quality to equal the former imported Swedish 
Stock, and I am safe in saying that no Swedes iron is 
now imported for the manufacture of tacks and small 
nails. The original standard of gage and size of head 
of the American Cut and Swedes Cut were the same, 
one made from inferior American iron, the other from 
Swedes iron. Today the same standard applies to 
Swedes cut tacks, but to meet competition, the Amer- 
ican Cut tacks have been made heavier, and are not 
as satisfactory as the present Swedes Cut tacks. I 
believe American cut tacks should be eliminated and 
thereby reduce two styles and twenty sizes from the 
hardware shelf. This will mean eliminating the usual 
l,-lb. and 14-lb. papers of both carpet and American 
cut, taking approximately 40 useless assortments off 
the shelf. 

I would, therefore, make the following recommenda- 
tions for simplification of tacks for American jobbers 
and retailers: 

1. Redesignation of tack sizes from numbers to 
fractions of an inch, and eliminating the sixteenth inch 
sizes with the exception of 7/32 and 5/16. To furnish 
copper and galvanized tacks in eights as was done a 
few years ago. 
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2. Eliminate American Carpet Tacks. 

3. Eliminate American Cut Tacks. 

4. Change lengths of gimp and lace tacks to be 
same as all other tacks. 

5. Change lengths on shoe tacks to be the same as 
all other tacks. 

6. Continue the listing of lace tacks and substitute 
shoe tacks on 6-0z. and smaller; 8-oz. and larger furnish 
basket tacks. 

7. Eliminate the use of the following names and 
furnish upholster tacks—stamp, swedes carpet, can- 
vass, gaugers, coopers, truckers, cheese box, shade and 
broom. Where a large head is needed use bill posters. 

8. Furnish Swedes cut to be known as cut tacks. 
Eliminate the name trimmers unless applied to bulk 
sales to the automobile trade. 

9. Discontinue the name “Railroad and Sign” tacks. 

10. Discontinue the name lining tacks and nails and 
furnish trunk tacks. 

11. Eliminate the name berry box tacks using basket 
tacks. 

12. Substitute cut tacks up to 3-oz. for basket tacks. 

13. Eliminate looking glass tacks and furnish shoe 
tacks. 

14. Eliminate chair nails and furnish basket nails. 
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15. Furnish Trunk Tacks for oval head carpet. 

16. Furnish grooved head hob only for domestic use. 
This style is most generally used. 

17. Furnish Channel Nails 4/8 and longer, 18 gage. 
Furnish Channel Nails 34 and 3142/8 of 19 gage. 

18. Eliminate all half sizes of cobbler nails. 

19. Furnish Cone Head and Shot head Hungarian 
nails in 13 gage. 

Simplification of this nature can do much good for 
the manufacturer, distributor and consumer. 

1. Enables each to speak in terms of one another, 
quickening sales and increasing profits. 

2. The demand for tacks is steadily diminishing 
and jobbers are not buying full standard cases as 
formerly. I believe that with these recommendations 
effective full cases of 100 dozen 4-lb. papers and 50 
dozen 14-lb. papers would be purchased by the jobber 
materially reducing his cost as well as the manufac- 
turers’ and render quicker and more valuable service 
to the distributor. 

3. An approximately 60 per cent reduction in the 
tack assortment would save many thousands of dol- 
lars to the jobbers to invest in other lines. No ac- 
cumulation of dead stock from year to year. 

HARDWARE AGE welcomes your opinion. 





Sell 200 Electric Cleaners a Year 


(Continued from page 60) 


an outside selling program in cooperation with the 
manufacturer. Under this plan the manufacturer, 
through his district manager, provided the store with 
a specially selected salesman, who was carefully 
schooled by the district manager in carpet construc- 
tion, in the suction sweeper’s performance and in the 
best method for demonstrating and selling it. The 
salesman is paid by the manufacturer, although he is 
known to the public as Elderfield Hartshorn Co.’s 
man and works from the store and conforms to its 
policies and rules. The Elderfield Hartshorn Co. 
merely stocks the cleaner in needed quantities and 
provide the facilities for store and window display, 
advertising and the necessary office work for record- 
ing sales and keeping records. 

Under this arrangement 117 cleaners were sold 
the first year, and 200 and more have been sold 
each year since then. The manufacturer’s district 


manager plans the salesman’s work and supervises 
him in the performance of it. The city is mapped 
and the man is sent out from the store to visit the 
customers in their homes, one section at a time. 
When the work is concluded in one section he goes 
to the next. This insures systematic coverage of the 
store’s trade territory. 

It has been found that a given number of calls 
result in a given number of demonstrations and a 
given number of demonstrations result in a given 
number of immediate sales. As the salesman is paid 
on the commission basis only, it is to his interest 
to maintain a consistency of work. The store, as 
a result, gets a steady volume of sales. 

Because this outside activity is consistent, the re- 
quirements for a given period can pretty well be fore- 
seen and a closely regulated buying program in- 
stituted. 








Finds Baby Carriages a Profitable 
Line 


ABY carriages is one line of goods for which 
there is an ever increasing or new market. The 
younger parents with their first born are prob- 

ably very quickly sold on a good looking carriage re- 
gardless of price. Reilly Bros., & Raub, Lancaster, 
Pa., carry a good line of carriages, display them fre- 
quently in the window and feature a range in prices 
which will attract all pocketbooks. A range in styles 
is also desirable and so several varieties are available 
at this large Pennsylvania hardware store. 
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General Market News 








Hardware Advances Continue 
—Shelf Goods Active— 


Collections Improving 


Hardware prices continue to show upward adjustments. 
Reports from various market centers announce important 
price changes, and it is generally believed that further 


advances are to be expected. 


There is a very brisk demand for shelf goods, as the 
trade at large found stocks very low when inventory was 


taken. 


Mill supply distributors report an improving indus- 


trial market for machine tools, belting and other equipment. 


Collections are beginning to improve. 


‘ Retailers are placing large orders for spring goods. 
These orders are to be delivered in March. Jobbers in 
several cities say that spring orders aggregate two and 
three times greater than the total volume written about the 


same time last year. 


Factory shipments are fairly prompt, in spite of the diffi- 
culties caused by recent storms. 





Outlook in Twin Cities 
Very Encouraging 


This is a between-seasons time, but 
all eyes are already turned toward the 
coming spring business. Stocks are 
starting forward for spring trade, and 
anticipations are for an_ excellent 
amount of business in all lines in prac- 
tically every part of the Twin Cities’ 
territory. 
will be excellent this spring and that 
paint sales will reach new high totals. 





Pittsburgh Hardware Market 
Is Gaining Gradually 


Hardware business in the Pittsburgh 
district is gradually gaining momen- 
tum as retailers complete their inven- 
tories, and the expectation is that the 
visits of the traveling salesmen will 
soon begin to bear fruit in the shape 
of greater ordering against spring re- 
quirements. Orders are running large- 
ly to fill in purchases and the demand 
for spring lines has not been very 
heavy. The week has been productive 
of no important price changes in hard- 
ware items. Prices generally are firm. 
There are intimations of an advance 
of 10 per cent in paint prices, due to 
the continued strength of the market 
for lead, oil and turpentine. The iron 
and steel markets still reflect in price 
firmness the fact that makers are well 
committed against production over this 
quarter of the year, but a calmer atti- 
tude than ruled just after the election 
and over the last month of last year 


It is believed that building | 





Agricultural Relief Commit- 
tee Makes Partial Refund 


The general optimistic conjectures 
and opinions as to the greatly im- 
proved financial conditions of the farm- 
ers of the Northwest have been sub- 
stantiated considerably by the recent 
action of the Agricultural Relief Com- 
mittee. This “committee” was formed 


a little less than a year ago, when the 


banks in the northwestern territory 
were closing with startling rapidity, to 
finance the farming industry in that 
district. Eastern financial interests 
quickly subscribed approximately $7,- 
v00,000, and now the committee has 
returned 10 per cent of the subscrip- 


tions, stating that they are unable to 


' use it. 


Price Changes Expected, 
New England Reports 


New England shelf hardware jobbers 
strongly intimate many price changes 


_are in the making. The changes, it is 


| is evident among both producers and | 





consumers, and the ideas of a possible 
boom have pretty well disappeared. 
The idea that a well sustained rate 
of consumption and production is pref- 
erable to one of wide fluctuation is 
strong, and all efforts are bent toward 
the establishment of such a condition. 


Business Very Good With 
Cleveland Jobbers 


Business with Cleveland jobbers is 
very good. Retailers are placing fair 
sized orders for staple merchandise 
and are not showing so much disposi- 
tion to limit their purchases to early 
requirements as they did late last 
year. Future orders for most lines of 
seasonal merchandise for spring are 
good. A number of price advances are 
reported, particularly on material used 
in the building field and including 
plumbers’ brass goods, mixed paints, 
some lines of cast iron fittings and 
lead traps and bends. 








Important Price Changes 
Reported in New York 


New York jobbers are unable to ob- 
tain snow shovels. The retail trade 
is hard pressed for this item, and job- 
bers are endeavoring to find small 
quantities, but the attempt is not very 
successful. Sleds in some numbers 
are running low, and ice scrapers are 
in good demand. Several important 
price changes have been announced. 
They are all advances. 








also said, will be upward and include 
such staple lines as screens and doors 
and galvanized ware. Only a few value 
adjustments were made the past week, 
due to the winding up of inventories 
by the jobbers. Those reported were 
advances in tacks, fans, oil duck and 
escutcheon pins. 


ee 


General Conditions Good in 


Chicago Area 


Inventory caused only a very slight 
and very temporary lull in hardware 
buying, and now that it is over buying 
activities are getting into full swing 
again. The volume of orders, both 
for seasonable merchandise and spring 
goods, is reported to be even better 
than just prior to the holidays. 

Prices are very firm and, while ad- 
vances are continually predicted, white 
lead is the only item to actually rise 
this week. 

’ Employment conditions are very 
satisfactory and large industrial plants 
have been prompt in reopening after 
their annual close down for inventory. 

Many conditions are much easier 
and collections very good. 





Activity in Automobile 
Manufacture 


Activities are increasing in automo- 
bile producing plants following the New 
York show when evidence was given of 
a material improvement in buyer jn- 
terest. Advanced schedules will be put 
into effect gradually until by the first 
of February the industry as a whole 
will be operating at a high level, al- 
though no effort will be made toward 
capacity operations, according to Auto- 
motive Industries, until actual demand 
warrants. 














January 22, 1925 


HARDWARE AGE 


71 


Good Demand for Hardware in 


New England—Outlook for 1925 Favorable 


(Boston office of HARDWARE AGE) 
OTHING but the most encouraging reports are had 
from the local shelf hardware jobbers. 
to them the New England retail hardware dealers 
are placing a lot of business, not only for immediate, but 
The buying of futures is run- 


N 


for future requirements. 


ning well ahead of that of a year ago. 
jobbers also make encouraging reports. 
and manufacturing establishments in general are getting 
In the heavy hard- 
ware wholesale market things are quite satisfactory, al- 
though not as active as some of the jobbers would like 


busier, and naturally require supplies. 


to see. 


Yet with all these optimistic reports it is conceded that 


AIR RIFLES.—Manufacturers of air 
rifles and pop guns are out with new 


| DRAIN 


price lists, which show no change from | 


those quoted in 1924. 


We quote from Boston jobbers’ 
stocks: 

Air Rifles. —King line, No. 17, dart 
1,000 shot, 


gun, $20 per doz. net; 
$16; 500 shot, $14; single shot, $12: 
1,000 shot (heavy), $22; 500 shot 


(heavy), $20; Junior single shot, $7.20; 
rapid fire pop gun, $8; long distance 
pop gun, $6; No. 15 pop gun, $2. 


BRASS.—The market for brass and | 


copper products is very strong, and job- 
bers are of the opinion that prices will 
have to be marked up at least another 
le. per pound before the close of an- 
other week. 


We quote from Boston jobbers’ 


stocks: 
Brass.—Sheets, 225%c. per lb. base; 
rods, 20%c.; brazed tube, 30%c.; 


seamless tube, 26\4c. 
Copper.—Seamless tube, 
lb. base; wire, 23%c. 


BRUSHES.—Retail dealers are placing 
some very satisfactory orders for paint 
brushes to be delivered for their spring 
trade. The buying covers a wide va- 
riety of makes and sizes. 


We Boston jobbers’ 
stocks: 

Brushes.—Paint, ig $5 to $60 per 
doz., net: varnish, $3.50 to $25; calci- 
aioe $10. 50 to $90; white wash, $3.50 
to 


CHAIN.—The recent snow and rain 
storm followed by freezing weather put 
considerable pep into the local market 
for chains. Heretofore most of the 
buying was by the out-of-town trade. 


We quote from Boston jobbers’ 
stocks: 

Tire Chains.—McKay and Weed 
makes, 1 to 11 sets, 30 per cent dis- 
count; 12 to 49 sets, 35 per cent dis- 
count; 50 sets and more, 40 per cent 
discount. 

Machine Chains. — Twist, length, 
{6-in., 15c. per Ib.; %-in., 138c. per 
lb.; y-in., 21%. per Ib.; long or open 
length link chains, #;-in., per 
Ib.; %-in., 15c. per Ib.; 9/: , 14c. 
per lb.; #-in., 12%c. per lb.; %-in., 


lle. per Ib 
Self - ee Chain. — 


2744c. per 


quote from 


Proof Coil 


%-in., $9.40; %- in., $9.10; 1-in., 
For less than 100 lb. about 2c. per 
Ib. additional is charged. 
Cable.—¥,-in., $14 per 100 lb. net; 
Y%y-in., $12.25; +y-in., $12.75; %-in., 
a te-in., $9; 46-in., $8.55; %&-in., 











According 
ness lines. 


The mill supply 


Machine shops season, 


statistics. 


PIPE CLEANER.—Sales 


of *" 


drain pipe cleaner compare favorably | 


with those of a year ago. In fact, con- 
sumption of this product shows a con- 
stant expansion, say jobbers. 


We quote from Boston jobbers’ 
stocks: 

Drain Pipe Cleaner. — Economy 
Plumber cleaner, in 1 Ib. net cans, 
in lots of 3 doz., $2.75 per doz.; in 
lots of 6 doz., $2.70 per doz.; and in 


12 doz. lots, $2.60 per doz. 


Same, in 2 lb. net weight cans, in 
lots = 2 doz., $4.90 per doz.; in lots 
of 6 doz., $4. $5 per doz.; and in lots 


of 12 doz., $4.75 per doz. 

Hercules tile and porcelain cleaner, 
in 1 lb. net weight cans, $2 per doz. 
in lots of 2 doz. 

Hercules boiler liquid, in 1 qt. can, 


$3 each; in %& doz. lots, $2.50 each; 
in 1 doz. lots, $2.25 each. 
Same, in % gal. cans, $5 each; % 


doz. lots, $4.75 each; and in gal. cans, 
$9 each. 

EGG CARRIERS.—The movement 

egg carriers has been accelerated this 

month by an increase in New England’s 

production of eggs. Jobbers’ sales are 


well ahead of those of a year back. 


We quote from Boston jobbers’ 
stocks: 

Egg Carriers.——-New model egg 
crates, metal, capacity 1% doz., 88c. 
each net; 2-doz., $1.05; 3-doz., $1.23; 
4-doz., $1.40; 6-doz., $1.75. Legal, 
capacity 15 eggs, 14c. each net; 30- 
eggs, 26c.; 50 eggs, 47c.; 100 eggs, 
84c. Cases with fillers, capacity 15- 


doz., $1.95 each. 
crates, $1.68 each. 


Poultry shipping 


ESCUTCHEON PINS.—Manufacturers | 


are out with new lists on escutcheon 
pins showing an advance of about 10 
per cent on both brass and steel kinds. 
Jobbers have not changed their prices, 
however. 


FANS.—The A. C. Gilbert Co., New 
Haven, Conn., is out with new price 
lists on Polar Cub fans, which show a 
slight advance. 


FENCING.—Incoming orders for all 
kinds of field fencing are very fair, re- 
port jobbers. Bookings to date are the 
largest jobbers have enjoyed since war 
days. 


We jobbers’ 
stocks: 

Fencing. — Square Deal, in 10-rod 
rolls, 11 gage, No. 832, $5.50 per roll, 
net; No. 635, $3.40; No. 845, $4.40; No. 
1047, stays 6-in. apart, $7.10; stays 
12-in. apart, $5.12. All prices net, 
Cyclone, from store, 40 and 5 per 
cent discount. From factory, 50 and 
5 per cent discount. 


quote from 3o0ston 


retail dealers and consumers are still conservative in the 
matter of purchases. 
hardware, but to a great many other New England busi- 
In some instances it is carried to excess. One 
hardware jobber goes so far as to say that where retail 
dealers showed a falling off in gross business during the 
past holiday season, as compared with the 1923 Christmas 
it was largely because the retail firm did not 
have goods to sell. 
jobber has statistics covering sales of retail stores, who 
did have goods, showing substantial increases in business. 

Other jobbers have views along the same lines, but no 
They all say it is not their intention that the 
retail dealer should buy more stock than is required. 


This statement not only applies to 


To substantiate his assertion, the 


FISHING TACKLE.—Jobbing houses 
are beginning to make shipments on 
orders placed some time ago by a ma- 
jority of the retail trade. Those retail 
dealers who have not covered their re- 
quirements should look over their stock 
and make early plans for April, May 
and June requirements. Prices on fish- 
ing tackle are reasonable. In fact, they 
are practically the same as a year ago. 
Jobbers at the moment are prepared to 
fill orders, but are by no means heavily 


_ stocked. 
GALVANIZED WARE.—Jobbers have 


of | 


been given to understand an advance 
in galvanized ware will shortly be an- 
nounced. For that reason they are 
speeding up retail purchases, conse- 
quently the market is more active than 


it usually is at this season. 





We quote from Boston jobbers’ 
stocks: 

Coal Hods. —15-in., $3.64 a doz. net; 
16-in., $5. 12; 17-in., $5.50; 18-in. $6. 

Ash Cans. — National Enameling 
and Stamping line, No. 190, $4.20 
each net; No. 171, $3.50: No. 181, 
$3.88. Other makes, No. 1700, $28 a 
doz. “net; No. 1800, $31. 

Pails.—S8 qt., $3.25 per doz. net: 10- 
qt., $2.54; 12-at., $2.78; 14-qt., $3.12; 
40- Tb. to the doz., $5.62; round bottom 
fire pails, $4.20; 50-lb. to the doz. 
$6.20. 

Tubs.—No. 200, $14 per doz. net; 
No. 300, $15. 

ee Cans.—Dover line, No. 4, 
$1; No $1.40: No. 1, $1.68. 

Watering Pots.- ~—4-qt., $6.25 per 
doz. net; 6-qt., $7: 8-aqt., $8; 10-qt., 
$9.40; 12- qt., $10.80, and 15-qt., $13. 

HEATERS.—The advent of some real 


winter weather has forced filling out 
buying by some of the retail trade, who 
believed they had enough stock to 
carry them through the season. 


We 
stocks: 
Heaters.—Universal line, 


quote from Boston jobbers’ 


No. £9953, 


plain standard, 12-in. bowl, $6.38 each 
net; No. E9955, fluted, 12 in. bowl 
$7.13: No. E9954, plain, 14-in. bowl, 
$7.88: tilting reflector, 10-in. bowl, in 
assortment only, No. 1 assortment, 
three heaters, one each royal blue, 
mahogany red, sage green, $10.50 per 
assortment: No. 2, three heaters, one 
each, old rose, ivory, French gray, 
$10.50 


HOSE.—Many of the largest retail 
hardware dealers in this section of the 
country have placed their orders for 
garden hose. Their purchases are 
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about in line with initial 1924 orders. 
The market at the moment is quiet, al- 
though occasionally an order comes to 
hand, say jobbers. 


We quote from Boston jobbers’ 
stocks: 

Hose.—Garden, B & D, %-in., 9%c. 
per ft. net; %-in., 10c.; %-in., 10%c. 
Reading, %-in., 7%4c.; %-in., 7%c.; 
%-in., 8c. Bull Dog, %-in., 13c. 
Good Luck, %-in., 10c. Milo, %-in., 
1l%c. Vim, %-in., 8¥%c., %-in., 9¥4c.; 
%-in., 10%c. Pixon, ‘%-in., T¥%c.; 
52-in., 816c.; %-in., 9c. 





ICE CREEPERS.—The demand for ice | 


creepers continues brisk and jobbers 
are having difficulty in filling orders. 


We quote from Boston jobbers’ 
stocks: 

ice Creepers.—-Never Slip, men’s 
and ladies’, $2.44 per doz. pair net; 
O. K., No. 0, $2.35; Kennebec, Nos. 0, 
1 and 2, $3.36; Lumbermen’s, large 
and medium, $3.04: Newark, $3.75; 
Union, with strap, $1.35; Eagle, $1.20. 


OIL DUCK.—Following advices from 
manufacturers, local jobbers are quot- 
ing oil duck at 35 per cent discount, 
contrasted with 40 per cent heretofore. 
PAINT.—The buying of paints is a 
little heavier than it was previous to 
the recent advance of about 25c. a gal- 
lon in prices. Retail dealers almost 
without exception expect a good year 
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We quote from Boston jobbers’ 
stocks: 


Rope.—Manila, 25c. per Ib., base; 


sisal rope, 2044¢c.; hay rope, 19c.; cot- 
ton rope, 46c. 
Lathe C130, 19¢c.; 


Yarn. — Sisal, 
D200, 19c. per Ib. 


Twine.—Hemp in %-lb. balls, No. 
12, 40c. a lb.; No. 18, 35c.; No. 24, 33c.; 
No. 36, 32c.; No. 48, 3c. . b. 
balls, No. 18, 37c. a ‘lb. ; 
On reels, No. 18, 36c. a lb. 
three ply, in 5 Ib. 
No. 1, 62c. a lb.; masma, No. 2, 
a in %-Ib. balls, 27c.; cable laid, 

36, 75c. Wool twine, four ply, in 
1-tb. balls, 17c. a Ilb.; marlin, two 
ply, in 1-lb. lots, 24c. a lb.; in '50-Ib. 
rolls, 27c.; three ply, in i lb. balls, 
23c. a lb.; in 2-lb. balls, 20c. 


SCOUT KNIVES.—The Remington 
Arms Co., Inc., Bridgeport, Conn., has 


| notified the jobbing trade that new 


| 





in paints, and many are planning to | 


increase their sales. 

POULTRY SUPPLIES. 
many retail dealers bought incubators, 
brooders and other poultry 


— Although | 


supplies | 


some time ago, the local market con- | 


tinues active. Jobbers are shipping 


out goods ordered some time back, but | 


say the movement out of stock has 
hardly started. 


We 
stocks: 


quote from Boston jobbers’ 


oil and 





gas heater, ‘No. 
No. 2, $31.15; 
$74.90; No. 


$47.60; No. 2, 
No. 16, $19.25: No. 17, Queen 
line, style K, No. 20, 70 ege capacity, 
$16.50 each: No. 21, 
No. 22, 220 eggs, 
eggs, $27.50; 
No. 3, 180 eges, 
eggs, $57. 75: No. 5, 400 eggs, $68; No. 
25, 600 e£ES, $103; No. 35, 800 eggs, 
$1.32; No. 45, 1000 eggs, $157. Dis- 
count, 30 per cent. 
Brooders.—Buckeye line coal No. 
18, $15.05 each net; No. 19, $18.55; 
20, $8.23; No. 21. 


oil burner, No. 4 
No. 22, $13.30; No. 25, coal 
$21: No. OTA, oil burner, 
Yo. 28A, $14; No. 29A, $15.75; 
Queen line, No. 1, 600 chick capacity, 
$21.50 each; No. 2, 1200 chick capac- 
ity, $26.50. Discount, 30 per cent. 
Fencing.—Blue Ribbon, in 10-rod 
rolls, 17-gage, No. 1424, $3.30 per roll 
net; No. 1736, $4.20: No. 204 8, $4.95; 
No. herr $5. 85: No. “> os 70. Square 
eal, 14% gage, No. 15 $5 per roll 
net: "No. 1760, $5.80; isi gage, No. 
ise $4.40: No. 1948, $5.30; No. 2260, 


ROPE.—Rope is selling freely, both 
for immediate and future shipment. 
Jobbers attribute the buying to the re- 
cent advance in prices and to a belief 
among retail firms that a still further 
advance is most likely before the close 


of 1925. 


| 


price lists will be issued shortly and 
'that some numbers of scout knives will 
cost more money due to the narrow 
manufacturing profit. 


SCREENS AND DOORS.—Jobbers are 
urging retail dealers to get in under 
cover on screens and doors because of 
an advance in prices scheduled to take 
place around the twenty-fourth of this 
month. 


We 
stocks: 


Screen Doors.—From stock, No. 241, 
x 6, $1.37 each net; 2 x 8, $1.64; 
3 x 7, $1.81. No. 384, 2 x 6, $2.19; 2 
x &, et 5 ts $2.50. Ne Os.” 2 x 6, 


quote from Boston jobbers’ 


bo 


$3.63 $3.76; 3 x 7 
Window Screens.—Competitor, No. 
2, $4.44 a doz.; No. 3, 44 um- 


mer, No. 1833, $4.69; No. 2433, $5.69; 
No. 2437, $6.13; No. 2837, $7. 


SKATES.—The skate market this sea- 
son far exceeded the fondest hopes of 


_ the wholesale and retail trade. Early in 
_the season business was backward, but 
just previous to Christmas trade be- 


gan to pick up and ever since then has 
been going strong. Jobbers are having 
difficulty in filling orders for skating 
outfits. Manufacturers have about all 


the roller skate business they will be 
able to handle in 1925, but say com- 
_ paratively little business on their books 
originated in New England. 


——E 


We from Boston jobbers’ 


stocks: , 

ice Skates.—Union Hardware Co. 
line, No. 1624, 89c. a pair net; No. 
1624%4, $1.24; No. 1824, $2.06; No. 
19241%, $3.12. 

Hockey Skates.—No. 524%, $1.36 a 
pair net; No. 424%, $1.74; No. 924%, 
$3.31. Canadian, No. 5%, $1; No. 7, 
$1.67. 

Ladies’ Skates.—No. 52, 97c. a pair 
net; No. 5624, $1.17; No. 524%L, 
$1.62; No. 5624%, $1.14; No. 57244, 
$1.92; No. 592414, $3.50. 


Outfits.—Men’s, No. 72, $3.65 a pair 
net; ladies’, No. 74, $3.65: arty 
No. 130, $6; ladies’ No. 093, we = 
all Goodyear welts. Tubular 
90, gray enameled, $5.50; nickel 
plated, $6.50. 


Skate Straps.—Black or _russet, 
with common buckle, 20-in., $1.25 
per doz., net; 26-in., $1.75; 
$1.75; 36-in., $3; 42-in., $3.75. 
_ buckle, 20-in., $1.50; 


quote 


30-in., 
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SLEDS.—It is now apparent, say job- 
bers, that sizable stocks of sleds will 
be carried over by them. Some retail 
dealers, who did not buy heavily, 
cleaned up well, but others have been 
less fortunate. However, February 
and March usually are snowy months in 
New England and the final outcome 
may be better than anticipated. 


We quote from Boston jobbers’ 
stocks: 

Sleds.—Flexible Fliers, No. 1, 
each list; No. 2, $5; No. 3, $6.25; No. 
4, $7; No. 5, $9.25; cer, $6.75; 
Racer, Jr., $5.50. Discount on store 
shipments, 334%, per cent; on direct 
factory shipments, 35 per cent f.o.b. 
Philadelphia. 


Firefly Line.—No. 9, $2.50 each, 
list; No. 10, $3; No. 11, $3.75; No. 12, 
$4.25. Discount, 40 and 5 per cent. 


Paris Line. —Speedway. No. 99, $22 
per doz. list; No. 100, 320% No. 150, 
$30; No. 200, $36; No. 250, $42; No. 
300, $50. Discount 40 =. es 

SPRAYERS.—Retail dealers are plac- 
ing some forward business for spray- 
ers, but the buying to date has been 
backward as compared with many 
other hardware lines. The fact that 
farmers are buying supplies of sprays 
from the State, may account for the 
backwardness of the demand for spray- 
ers. 


We quote from Boston jobbers’ 
stocks 
Sprayers. —Pints, $3 a dozen net; 
quarts, $4.20 to $6. 80; compression, 
e+ pump, $3.50. Knapsacks, $33 
a doz. 


TACKS.—New prices have been issued 
by manufacturers of tacks. On double 
pointed tacks and on staples the ad- 
vance amounts to around 3c. per pound, 
but on other kinds is considerably less. 
WINDOW WIRE.—The retail trade 
keep picking at galvanized window 
wire all the time. Jobbers, who car- 
ried light stocks prior to Jan. 1, have 
received car lots from manufacturers 
since then. 
We quote 
stocks: 


Cellar Window Wire.—Galvanized, 
in 100 ft. rolls, 24-in. to 48-in., 3 x 3 
mesh, $5.15 per roll net; 12-in. to 20- 
in., $5.40. 


WIRE CLOTH.—Jobbers occasionally 
receive an order for wire cloth, but as 
most of those retail dealers who make 
it a practice to anticipate requirements 
have done so, the local market probably 
will not show much life until the sea- 
son opens. 


We quote from Boston aianee 
stocks: 


Wire Cloth.—From Boston _ stock, 
black, 12 mesh, 24 x 48 in., .25 per 
100 sq. ft.; 18 x 22 in., $2.35; 14 mesh, 
24 x 36 in., $2.75. From factory, 12 
mesh, 24 x 48 in., $2 — Clinton, 
Mass.: 18 x 22 in., $2.10; 14 — 
24 x 36 in., $2.50; 18 x 22 in., $2.6 


Bronze Cloth.—Golden, 14 me sh, 
from Boston stock, $7. 25 per 100 
sq. ft.; in 50 ft. rolls, $7.35. Factory 
shipment, 14 mem, $6.75; 6 mesh, 
$7.50; 18 mesh, $8. On factory ship- 
ments actual freight is allowed not 
to exceed 50c. per 100 Ib. or 200 Ib. 


from Boston jobbers’ 








Screen Goods to Advance Jan. 24 
FFECTIVE Jan. 24, 1925, the Continental Screen Co., Detroit, Mich., withdraws all prices on screen 


goods. 


Advanced prices will be quoted Jan. 24. Orders, not subject to cancellation, will be ac- 


cepted on definite specifications at present prices if received prior to Jan. 24. 
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Spring Lines Moving Well in Cleveland— 


(Cleveland office of HARDWARE AGE) 

ARDWARE business has gotten under way in good 
H volume since traveling salesmen went back to their 

territories early in the month. Many spring lines 
are moving well and retailers are ordering staple merchan- 
dise in rather lberal quantity. The trade shows more 
confidence than for many months and the hand to mouth 
buying is no longer so much in evidence as it was late 
Advancing prices is evidently a factor in en- 
couraging retail dealers to place good stock orders. 


in the year. 


ALCOHOL.—The demand for alcohol is 
holding up well. 


Cleveland jobbers quote 188 proof 
denatured alcohol in 50 gal. drums at 
* 638c. per gal. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—The icy pavements have 
stimulated the demand for tire chain, 
which is fairly heavy. The sales are 
rather light as few retailers are plac- 
ing future orders. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: Miller Falls, No. 
145 jacks, $4.75; Reliable jacks, No. 
1, $2.33; No. 2, $3.33, in lots of 12; 
Derf. spark plugs, 96c. each for all 
sizes in lots of less than 50; Cham- 
pion X spark plugs, 45c. each for less 
than 100 and 4l1c. each for over 100; 
Champion regular, 53c. each for less 
than 100, all sizes; 50c. each for over 
100; Reliable jacks, “c $1; No. 1, 
$1. 35; Nos. 2 and 3, $1.7 


AXES.—The demand is os slow as 
buying for this season is about over. 
Prices are unchanged. 


Jobbers quote f.o.b. Cleveland as 
follows: First grade single bitted 
axes, handled, $19 per doz.; unhan- 
dled, $14.50 per doz.; double bitted, 
handled, $24.50 per doz.; unhandled, 
$20 per doz 


BATTERIES.—Radio batteries are in 
good demand. Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 

No. 766 B batteries, $1.30 each for 
unit packages and $1.40 for small lots. 

No. 6 ignition type dry cell bat- 
teries, 29c. each. 


BOLTS AND NUTS.—Although job- 
bers did not advance prices after the 
recent advance for the first quarter by 
manufacturers, the market is not firm. 
Keen competition has resulted in some 
concessions from the jobbers’ prices. 
The demand,is fair. 


Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads, 
50 and 10 per cent off list; small 
rolled threads, 60 and 10 per cent off 
list; carriage bolts, large and small, 
cut threads, 50 and 5 per cent off list; 
stove bolts, 80 per cent off list; hot 
pressed nuts, $4 off list; small rivets, 
65 and 5 per cent off list. 


COASTER WAGONS.—The demand 
has picked up following the lull after 
the holiday buying and a fair volume 
of business is being booked for spring 
shipment. Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 

Auto-Wheel coasters, rubber tired 
disc wheels; sizes 12 x 28, $5.50; size 
14x = 43; size 14 x 34, ae size 
, $7.73; size 18 x 40, $8.33 each. 

¥ 5. &.. line high grade rubber 
tires, size 14 x 32, 8-in. roller bearing 
disc wheels, $5.70; size 14 x 34, 10-in. 
disc wheels, $6.75; size 16 x 38, 10-in. 
disc wheels, $7. 15: size 18 x 40, 10-in. 
disc wheels, 7.55 each. 


Bowman All-steel line, 





size 13 x 





Staple 


livery. 


32%, No. 100 loose bearings, $4.50 
to $4.15, according to quantity; No. 
200, same with self-contained bear- 
ings, $4.75 to $4.40, according to 
quantity; No. 80, same with spoke 
wheels, steel tires, $4.50 to $4.15, ac- 
cording to quantity each. 

Sherwood Spring-Coasters, rubber- 
tired ball bearing disc wheels, size 
14 x 32 x 8, $9.55; size 14 x 34 x 10, 
$10.40; size 16 x 30 x 10, $11.55. These 
are list prices. Cleveland jobbers of- 
fer a discount of 33% per cent. 

American National Line—American 
Boy Red Express Wagon, No. 06, 
$8.65 per doz.; No. 02, $15.80 per doz.; 
No. 4, $32 per doz. Little Toto Coaster 

agon, roller bearing, double disc 
wheels, No. 38, $2.20 each; No. 40, 
$3.65 each. American Coaster, roller 
bearing wood wheels, steel tires, No. 
41, $5.40 each; No. 43, $6.40 each. 
National Flyer Coaster, roller bearing 
double disc wheels, No. 51, $5.70 each; 
No. 53, $6.90 each. 


DRAIN PIPE CLEANER.—This is in 
fair demand for this season of the year. 


Jobbers quote f.o.b. Cleveland: 

Economy Plumber drain pipe 
cleaner, in 1 Ib. net cans, in lots of 
3 doz., $2.75 per doz.; in lots of 6 doz., 
$2.70 per doz.; and in 12 doz. lots, 
$2.60 per o* 

Same, in 2 lb. net weight cans, in 
lots of 2 doz., $4.90 per doz.; in lots 
of 6 doz., $4.85 per doz.; and in lots 
of 12 doz., $4.75 per doz. 

Hercules tile and porcelain cleaner, 
in 1 lb. net weight cans, $2 per doz. 
in lots of 2 doz. 

Hercules boiler liquid, in 1 qt. can, 
$3 each; in % doz. lots, $2.50 each; 
in 1 doz. lots, $2.25 each. 

Same in % gal. cans, $5 each; % 
doz. lots, $4.75 each; and in gal. cans, 
$9 each. 


ELECTRIC FANS.—Leading fan man- 
ufacturers have announced new prices 
for 1925 which are the same as those 
that prevailed a year ago. 


FIELD FENCE.—Sales 
light for spring shipment. 
unchanged. 

Jobbers quote f.o.b. Cleveland: 

4 ft. ten wires, 12-in. stays, No. 9 


wire fence at $55.20 per 100 rods; 
39-in. nine wires, $48.65 per 100 rods. 


HANDLES.—tThe demand for tool han- 
dles for early spring delivery has im- 
proved materially and sales are now be- 
ing made in fair volume. Prices are 
unchanged. 
Jobbers quote f.o.b. Cleveland: 
Axe Handles.—No. 1 hickory, 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 
special white second growth hickory, 


5 per doz. 
Hatchet and Hammer Handles.— 


are rather 
Prices are 


$4.25 





No. 7, 90c. per doz.; finest growth 
hickory, $1.50. 

Ha Fork Handles. Straight, 
chucked and bored, XX, 444 ft., $3.75 
per doz.; 5 ft., 5 # doz.; bent, 
a ft. $4.15 per doz.; 5 ft., $5.10 per 

bp a bent, 4% ft., $2.90 per doz.; 
S rt $3. 20 per doz 


Manure Fork Mandies—Bent pe & 
4 ft., $3.90 per doz.; 4% ft., $4.25 per 





Lines Are Also Active 


Builders’ hardware is one of the most active items. 
While the early shipment demand is light, retailers are 
placing good orders for builders’ hardware for spring de- 


Several price advances came out during the week. Mer- 
chandise that has been marked up includes plumbers’ brass 
goods, some makes of brass valves and cast iron fittings, 
lead products used by plumbers and mixed paints. Prices 
have been announced on sleds for next fall. 
declined 5 per cent and another is the same as last year. 


One line has 


doz.; X, bent, 4 ft., $2.80 per doz.; 
4% ft., $2. 90 per doz. 

Garden Hoe paneee. —XX, 4% ft., 
= 30 per doz.; No. 1, 4% ft., $1. 50 per 
doz, 

Garden Rake Handles.—xXX, 6 ft., 
$6.25 per doz.; No. 1, $2.65 per doz. 

Shovel Handles.—Regular pattern 
pe @ ft., $5.90 per doz.; X, 4% ft., 
$3.75 per doz.; D handle, $5 .60 per 


doz. 
P Spade Handles.—xX grade, $5.40 per 
OZ. . 


ICE SKATES.—This has been a very 
good season both for jobbers and retail- 
ers in ice skates, and jobbers’ stocks 
are well cleaned out. 


Jobbers quote f.o.b. Cleveland: 

Union Hardware Co. polished screw 
clamp, No. 1624, 80c. each; same, 
nickel plated, No. 1624%, $1. 10 each; 
hockey screw clamp, No. 524%, 20 
each; same, nickel plated, No. 42: 114, 
$1. 60° each; ladies’ hockey skates in 
corresponding grades, $1.45 and $1.85 
each. lumo tubular skates, polished 
and finished with Goodyear welt shoe, 
$7.50; aluminum finished skates with 
McKay shoes, $5.50. These prices are 
for both hockey and racer skates and 
for both men and women. 


INCUBATORS. — These have com- 
menced to move in very good volume 
and jobbers expect a very heavy sea- 
son’s business. 


LEAD PRODUCTS.—A price advance 
of about $5 per ton has been made on 
lead traps and bends, lead pipe and 
sheet lead. Cleveland jobbers now 
quote traps and bends at list plus 20 
per cent. 


NAILS AND WIRE.—The demand is 
rather slow. Retailers are buying in 
small lots and aré not carrying large 
stocks. 


Jobbers quote as follows: 

Nails, less than car lots, stock 
shipment, $3.25 per | No. 9 gal- 
vanized wire, $3.60 per 100 Ib.; Ne. 9 
annealed wire, $3.15 per 100 Ib. : ce- 
ment coated nails, $2.50 per 100 lb.; 
lb.; Polished fence staples, $4.05 per 
100 lb.; Miscellaneous nails and wire 
brads, "20 and 10 per cent off list. 

Barbed wire, 100 lb. spools, galva- 


nized, $3.95; 80- rod eo. Lyman 4 
point cattle wire, $3.45; same, hog 
wire, American special, hog 
wire, $2.60. 


OVENS.—Following the recent 5 per 
cent price advance jobbers have marked 
up their prices and commenced to take 
orders for early spring shipment. 


Jobbers quote f.o.b. Cleveland: 

Security ovens, two burner, plain 
door, 21-in., $2.85; same with single 
or twin glass door, $3; 13-in. for 
oo ee burner, $2.15; with glass door, 


Boss ovens, plain door, 21-in., 
$2.75; with glass door, $2.95; 13- in. 
single burner, plain door, $2. 15; with 
glass door, $2.35. 
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PAINTS AND OILS.—Leading manu- | ROOFING.—Some makers have ad- 
facturers have advanced mixed paints | 


Deck paints have simi- 
Floor and 


30c. per gal. 
larly advanced. 


paints have been marked up 10c. per | 


gal. Linseed oil is higher and two 4c. 
per lb. advances have been made on 
white lead. Higher prices are _ pre- 
dicted on shellac. 


Jobbers quote f.o.b. Cleveland: 

Mixed paints, regular shades, best 
grade, $3.10 per gal. for 1 gal. cans. 
Outside white, $3.30 per gal. in 1 gal. 
cans. 

Turpentine in bbls., 
bbls., $1.12c. per gal. 

Linseed oil in bbls., 
bbl., $1.39. Boiled, 2c. 
White lead, in 100-Ib. 
Ib.; in 50 and 25-lb. kegs, 17c. per Ib.; 
in 12%-lb. kegs, 17%c. per Ib.; in 
500-lb. lots, 10 per cent discount; 
other prices are net. 


PICKS AND MATTOCKS.—Sales are 
still good for early spring shipment. 


Cleveland: 
$7.50 per 


97c.; less than 
$1.24; less than 
extra per gal. 
kegs, 16%c. per 


Jobbers quote f.o.b. 
Light pattern mattocks, 


doz. in doz. lots; railroad or clay 
picks, 6 to 7 lb., $7.20 per doz. 
PLUMBERS’ BRASS GOODS. — A 


price advance of 10 per cent has been 
made on plumbers’ brass goods includ- 
ing nickel tubing, stop and waste cocks 
and basin and bath cocks. 
RADIO EQUIPMENT.—The 
for radio sets is keeping up well. There 
are unconfirmed reports of a price re- 
duction on tubes next month. 


industrial | 


| 
| 
' 





— 


vanced asphalt roofing 5 per cent but 
others are adhering to the old price. 
Orders are being taken for spring ship- 
ment. 

ROPE.—The demand for rope has im- 
proved and prices are firm at the re- 
cent advance. 


Jobbers quote f.o.b. Cleveland: 

Rope, best grade manila, 25c. from 
stock; 24%c. from mill; second grade, 
Zc. less. 

Sisal, 
mill. 


18i%4c. from stock; 18c. from 


| ‘SASH CORD.—This 


SCREEN DOORS AND WINDOWS.— , 


The heavy buying for early spring de- 
livery is about over, but jobbers are 
still getting a scattered volume of 
orders. 


SHOVELS.—These are moving in satis- 
factory volume. Prices are unchanged. 


Cleveland jobbers quote: 

Fourth grade shovels, full bundles, 
$10.75 per doz.; less than full bundles, 
$11 per doz. 


STOVE PIPE AND ELBOWS.—Orders 
have improved since the recent re- 
duction in prices. New prices have not | 
yet come out on coal hods and stove 


| bolts. 


demand | 


ROLLER SKATES.—These are show- 


ing somewhat more life with a fair 
volume of orders for spring shipment. 


Jobbers quote f.o.b. Cleveland: 
inion ball bearing, extension roller 
skates, Nos. 4 and 5, $1. 45: No. 6, 
$1.55: No. 3, children’s sidewalk 


skates, 7&c. 


Major Distributors Appointed 
by Marion Tool Works 


Marion Tool Works, Inc., Marion, 
Ind., announce three new major repre- 
sentatives who will handle Crecoite 
and Matowoc tools in their respective 
territories. 


Texas and Oklahoma will be covered | 


by M. R. MacKinnon, 317 Simpson- 


Whiteman Building, Dallas, Tex. Couch | 


116 Marietta Street, At- 
will handle southern terri- 


& Jackson, 
lanta, Ga., 


tory east of the Mississippi and south | 


of the Ohio River to the Atlantic sea- 
board. New York State outside of the 
metropolitan area will be handled by 
Frank Diel & Son, 239 Holland Street, 
Syracuse, N. Y. 


Winchester Club Meetings 
on Pacific Coast 


Winchester Clubs of the West Coast 
held three very interesting one-day 
meetings during the month of Decem- 
ber. 

The southern California dealers met 
at the Hotel Rosslyn, in Los Angeles, 
the northern California and western 
Nevada dealers at the Winchester 
warehouse in San Francisco, and the 
Washington, Oregon and _ northern 
Idaho dealers at the Frye Hotel, in 
Seattle. 

Frank G. Drew, president of the Win- 





Jobbers quote f.o.b. factory: 
Stove pipe in crates of of tee 


Security — ee a gage, 3 
4 in., i: 16; , $3.37; 6 Fy "$3. 60: 
7 in., 20. 

Rey Security blued, corrugated, 
28 gage, 3 in., $1.02: dew $1.14; 5 in., 
I. .26; 6 in., $1. 38; 7 i > oe 88, all per 

OZ. 


Coal hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
closed with funnels, $6.50 per doz. 
Stove boards, Crystal, 33 in., $12. 25 
per doz.; 30 in., $18 per doz.; 28 in., 
$15.50 per doz.; 26 in., $13.25 per doz. 
Crystal boards, wood lined, oblong 
shape, 20 x 30 in., $1 per doz.; 24 x 





chester Repeating Arms Co.; 


ager of the Winchester-Simmons Com- 
panies; Warren Taylor, president of 
the National Association of Winchester 
Clubs; Samuel 
agency manager, and John S. Payne, 
directing the activities of the Winches- 
ter-Simmons Co. on the West Coast, 
attended the conventions. 





Michigan Hardware _ Store 
Sold to E. N. Baldwin 


Satterthwaite Brothers, Tecumseh, 
Mich., have sold their retail hardware 
business to E. N. Baldwin & Son of 
Fayette, Ohio. The new owners will 
operate the business as the Baldwin 
Hardware Co. 

Satterthwaite Brothers have con- 
ducted the business for many years 
and have been very active in hardware 
association work. 


Liberty Gauge Moves to 
Larger Quarters 


The Liberty Gauge & Instrument 
Co., Cleveland, Ohio, has moved to 
6612 Euclid Avenue, were larger quar- 
ters will enable the company to ex- 
pand its business, which is the manu- 
facture of electric hot plates. 


J. Clarke | 


_ Coit, vice-president and general man-_ 


H. Crawford, general | 








| 


| $3.75 each; No. 2, $4.75 each; No. 
_ each; Junior racer, 


are unchanged. 


January 22, 1925 


$6 i, $16. 50 per doz.; 26 x 32 in., $16 
per 


Ser boards, paper lined, square 
shapes, 24 in., $6. 65 per doz.; 26 in., 
$7.25 per doz:; 28 in., $8.10 per doz.; 

30 in., $9.65 per doz. 

Crystal stove boards, paper lined, 
oblong shape, 18 x 30 in., $7.90 per 
doz.: 20 x 30 in., $8.30 per doz.; 24 
x 36 in., $10 per doz.: 26 x 30 in., 
$10.50 per doz.; 28 x 30 in., $10.75 
per doz. 
is moving well. 
Prices are unchanged. 

Cleveland jobbers quote sash cord 
for lIess than bundle lots: Aetna, 
42c. per lb.; Yale, 46c. per Ib.; Forest 
City, 5lc. per Ib 

SLEDS.—Prices for sleds for shipment 
up to Oct. 25 have been announced. 
These show a 5 per cent reduction on 
' the flexible Flyer line. The Lightning 
| Guider line is unchanged. The new list 
| prices for Flexible Flyers are: No. 1, 
3, $6 
$5.25 each; Racer, 
$6.50 each. Jobbers’ discounts are 
33 1/3 per cent, f.o.b. Cleveland, for 


| stock shipment and 35 per cent, f.o.b. 


| factory, for factory shipment. 


VALVES AND FITTINGS.—Some of 
the Southern manufacturers of cast 


iron pipe fittings have made a 10 per 
cent price advance. Malleable fittings 
Some manufacturers 
of brass valves have also marked their 
prices up. Makers have withdrawn 
prices on radiator valves and an ad- 


vance is expected. 


~WRENCHES.—Jobbers have advanced 


prices 5 per cent on Walworth Stillson 


pipe wrenches and now quote these at 


65 and 10 per cent off list. 


Capitalization Is Tripled by 
Mohawk Elec. Corp. 


The Mohawk Electric Corp., Chicago, 
Ill., has recently increased its capital- 
ization from $100,000 to $300,000. The 
additional capital will be used to in- 
crease production to 500 sets a day, 
according to a report received from 
Chicago. The company manufactures 


the Mohawk Radio Receiver. 


Radio Distributors Appointed 


The Adams-Morgan Co., Inc., manu- 
facturers of Paragon Radio receiving 
sets, have appointed the Music Master 
Corp., 128 North Tenth Street, Phila- 
delphia, as wholesale distributors to 
cover Pennsylvania, New Jersey, Dela- 
ware, Maryland, Virginia and the Dis- 
trict of Columbia. 


Myers Distributing Catalog 


F. E. Myers & Bro. Co., Ashland, 
Ohio, has distributed its 1925 calendar 
poster to hardware dealers, implement 
houses and plumbers. It is. reported 
that the company has already mailed 
nearly 60,000 calendars and has a few 
left for those who may: request a copy. 
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Snow Shovel Stocks Gone— 
Brisk Fill-In 
Reported in New York 


Snow shovels are in much demand in the metropolitan 
It is practically impossible to obtain this 
item except in very small quantities. 
some numbers of sleds are out of stock. 


hardware market. 


selling strong. 


Jobbers report a fairly brisk fill-in demand on screws, 
bolts, nuts and general shelf goods. 
tically completed in this territory, and the average stock 
was found extremely low on staple shelf items. 

Several important price changes are announced this week. 
It is generally believed that further advances may be ex- 


pected on or before Feb. 1. 


in the New York market relative to possible advances 
throughout the builders’ hardware line. 
was reported that one manufacturer had made an advance 
Local agents of this particular company 
were unable to confirm the report, and stated that no notice 
had been received relative to the advance. 

Collections have been more difficult since Jan. 1, but are 
showing some slight improvement at the present time. Dis- 
tributors of mill supplies report heavy inquiries on belting, 
machine tools and kindred equipment. 


of 10 per cent. 


HARDWARE AGE 


Demand 


It is reported that 
Ice scrapers are 


Inventories are prac- 





There is considerable rumor 


At press time it 





Garden Set Prices 
Announced by Jobbers 


New York jobbers have ‘announced 
prices on garden sets. Futures on hand 
are reported very satisfactory. Stocks 
are apparently adequate. 


Jobbers prices to retailers, f.o.b. 
New York: 

Garden tools, 4 piece set, forged 
steel, point shovel, 4 in. hoe, rake 


and spading fork, $2.13 per set. 
Same without spading fork, $1.48 
per set. 


Garden set, 20 in. handles, 1 steel 


spade, 3% x 3 in., 1 steel hoe, 3% xX 
2% in., 1—5) tooth malleable rake, 
lle. each. 

Same, with 24 in. handles, slightly 
larger tools, 17c. each. 


in. varnished han- 
tools, 32c. 


Same, with 30 
dles and relatively larger 
each. 


Galvanized Sheets Advance 
15 Gents in New York 


Warehouse prices on galvanized 
sheets have been advanced 15c. in line 
with recent mill advances. In view of 
the high mill prices it is believed that 
$5.75 is the lowest New York ware- 
house price. 

Prices to retailers, f.o.b. New York: 


Galvanized sheets, 28 gage, $5.75 
to $6. 

Copper sheets, in case lots, 21%c. 
base. 


Less 25 per cent discount on extras. 
Zine sheets, cask lot, base 12c. 


Fire Extinguishers Advanced 


Approximately 714% 


Jobbers announce that Pyrene fire 
extinguishers have advanced approxi- 
mately 7% per cent. The refilled liquid 











advanced the same. The higher prices 
are said to have been effective since | 
Jan. 1. The demand is fairly active | 
for extinguishers and refills. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 

Pyre ne fire extinguishers for gen- | 
eral use, 1 qt. capacity, brass with 
bracket, $8 each; nickel plates with 
bracket, $8.55 each. 

Pyrene liquid refill, 1 qt., $1.25 
each. 





Heavy Sales Reported on) 
Air Rifle Shot | 


Jobbers report unusually heavy sales | 
on air rifle shot, particularly on the > 
Boy Scout BB shot, which is put up 
in tubes to retail at 5c. 


Jobbers’ quotations 
f.o.b. New York: 


to retailers 


Air rifle shot, 25 lb. bag, $3.25; in 
5 lb. bags, 88c. 
Boy Scout, in tubes, $3.75 per 100 


tube lots. 


Nail Demand Steady 


The demand for nails is steady but 
not very heavy. The recent advances 
are holding firm, and stocks are fair. 
There has been some talk relative to 
advances on wire nails, but this could 
rot be confirmed at press time. 

Jobbers’ ~~? to retailers, 


f.o.b. New 

‘Nails.—Wire nails, $3.60 base per 

“Gut nails, $4.15 base per keg 

Wire nails and brads in aoe lots, 
70 = 5 per cent off list, in 1-Ib. 
paper 

oe nails, 
$5.15 per 100 Ib.; 
$8.25 per 100 Ib. 

American felt roofing nails, 
10%, plain, $6.50 per case. 
nized, $10.25 per keg. 


1 x 11, plain, $5 to 
galvanized, $8.05 to 


esx 
Galva- 
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N. Y. Price Advances 


Announced by Jobbers 


Several important price changes have 
been announced in the New York mar- 
ket. They are all advances; others 
may follow next week. Jobbers report 
the following advances: 


Sandpaper has been advanced 15 per 
cent. 

As predicted last week, hickory 
handles for hammers, hatchets, axes, 
picks and sledge hammers have ad- 
vanced 5 per cent. 

Some jobbers have advanced tacks 10 
per cent. 

Pyrene fire extinguishers and liquid 
refill have been advanced approxi- 
mately 7% per cent; new quotations 
shown in the body of this market. 

Effective Jan. 14, the sagen’ Lead 
Co. announces an advance of Y2c. per 
lb. on white lead and oxide. 

A similar advance was made effective 
Jan. 12 by the Eagle-Picher Lead Co. 
Further data on these prices are avail- 
able in the body of ‘the market. 


Continental Screen Co., Detroit, 
Mich., has withdrawn all prices on 
screen goods, effective Jan. 24. Uniil 


that date, however, the company will 
accept definite specifications at present 
prices. Such orders will not be subject 
to cancellation. 


Brisk Fill-in Demand 
on Staple Lines 


Dealers are filling in stocks on screws, 
bolts and nuts. Inventory found stocks 
very low, and a brisk fill-in demand is 
expected to continue for two or three 


weeks. Prices are firm throughout the 
market. 
SCREWS 
Jobbers’ to retailers, 


quotations 
f.ob. New York: 


Wood screws, iron bright, flat head, 
72%, 25 and 5 per cent. 

Same, iron blued, round head, 
25 and 5 per cent. 

Same, brass, flat head, 70, 25 
5 per cent. 

Same, brass, round and oval head, 
7h, 25 and 5 per cent. 

Hot galvanized, flat head, 57%, 25 
and 5 per cent. 

Nickel plated, 60, 
5 per cent. 

Full packages are extra 5 per cent. 


BOLTS AND NUTS 


to 


70 
‘ ’ 


and 


flat head, 25 and 


Jobbers’ retailers, 


f.o.b. 


Bolts. — C ommon 
small sizes, »-10 
sizes, 35 per cent. 

Machine bolts, all sizes, 40 
per cent, 

Lag screws, 45 to 50 per cént. 

Stove bolts, 75 to 75 and 10 
cent; both flat and round head. 

Sink bolts, 75 to 75 and 10 per cent. 

Tire bolts, 45 to 50 per cent. 

Step bolts, 33% ‘per cent. 

Screw anchors, 75-10 per cent. 

Lag screw shields, 80 per cent. 

Machine bolt shields, 65 per cent. 

Prices vary in different sections of 
the city. 

Spring cotters, 30 per cent. 

Copper rivets and burrs, 33% 
5 per cent. 

Round head iron rivets, 60-5 per 
cent; tinners’ rivets, black and tin, 
60 and 5 per cent. 

Cap screws, 80-10 per cent. 


= gama 
New York: 

bolts, 
large 


carriage 
per cent; 


and 10 


per 


and 
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Sled Demand Improves— 
Some Numbers Short 


Sleds have been moving better in the 
New York market. It is practically im- 
ossible to obtain certain numbers. 
now shovels are not available even in 
small quantities. Jobbers and retailers 
generally have tried every source and 
the few shovels that have been found | 
will not aggregate a very high total. 
Prices are unchanged. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 


SLEDS 


Flexible, flyers, No. 1, $2.67 each; 
No. 2, $3.33 each; No. 3, $4.17 each; 
No. 4, $4.67 each; No. 5, $6.17 each; 
Junior racer, $3. 67 each; racer, $4. 50 
each. 

Fire Fly, No. 9, $1.42 each; No. 10, 
$1.71 each; No. 11, $2.14 each; No. 12, 
$2.34 each; racer, $2.51 each. 

Sled backs, 75c. each. 

ICE CREEPERS 

Newark ice creepers, $3.70 per doz. 
pair; Union ice creepers, $1.80 per 
doz. pair, and Eagle ice creepers, 
$1.50 per doz. pair. 





Prices on Spring Goods— 
Futures Very Heavy 


Dealers are buying spring goods in 


very large quantities. Jobbers report 
that daily orders for spring merchan- 
dise are two and three times as great 
in volume as daily spring orders re- 
ceived in the same period of January, 
1924. These facts are very encouraging 








in the opinion of local market author- | 


ities. 


Prices generally are not expected to | 


change. It is possible that garden hose 


may be affected by a high crude rubber | 


market and a rsie in cotton costs. 


Jobbers’ prices to retailers, f.o.b. 
New York: 


LAWN MOWERS 


Three-blade, plain bearings, 5%-in. 
wheel, 12 in., $4.85; 14 in., $5.15; 16 
in., $5.50, and 18 in., $5.80 each. 

Same, with ball bearings, 12 in., 
$6.65; 14 in., $7; 16 in., $7.35, and 18 
in., $7.70 each. 

Four-blade, 9-in. wheel. ball bear- 
ing, 12 in. $8.25; 14 in., $8.55; 16 in., 
$8.85, and 18 in., $9.25 each. 

Same, with 10%- -in. wheel, 14 in., 
$9.50: 16 in., $10; 18 in., $10.50; 20 in., 
$11.15 each. 

Five-blade, 10%-in. wheel, ball 
bearing, 16 in., $12; 18 in., $12.70; 
20 in., $13.35 each. 

Same, with 10-in. wheel, 16 i 
$15.35; 18 in., $16, and 20 in., $16. 

h. 


SPRAYERS 


Galvanized, 4 gal., $4.88 each; brass, 
4 gal., $7.50 each; bucket pump type, 
$2.75 each. Tin, % pint, 23c. each. 
Tin, 1 qt., 3lc. each; brass, 1 qt., 
$1.15 each; galvanized, 1 qt., continu- 
ous, 88c. each. 


HEDGE SHEARS 


Disston, plain, 8 in., $1.65, and 9 in., 
$1.78 per pair; 10 in., $1.90 per pair. 

Disston, notch, 8 in., $1.78; 9 in., 
$1.90, and 10 in., $2.02 per pair. 


BORDER SHEARS 


Without wheel, $2.95 each; with 
wheel, $3.50 each. 
Lawn shear, with two wheels, $3.50 


each. 
LAWN ROLLERS 


nham waterweight type, No. 2, 
$9; No. 4, get? No. 7, $15.35; No. 5, 
$13. 35; No. | $17. 35 each. 


PRUNING SHEARS 


S. Smith No. Ae my spring, . in., 
$4.70 doz.; No. 21 at spring, 9 in., 


n., 
- 
iD 
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8 doz.; No. 80 Volute spring, A in., 
8.35 doz.; No. 40 Lee! Lag in., 
N. P., $14. 70 per doz.; 0 Volute 
spring, ratchet nut, ‘5. 70 ae doz. ; 

No. 140 Volute spring, 9 in., os 

ratchet nut, $16.35 per doz.; No. "4770 
— spring, 6 in., N. P. $12.70 per 


OZ. 

Disston’s Extra Quality.—No, 150 
Volute spring, full pol., 8% in., 
$24.75 per doz.; No. 250 Volute spring, 
half pol., 8% in., $21.50 per doz.; No. 
152 Hinge spring, full pol., 8% in., 
$24.75 per doz.; No. 252 Hinge, half 
pol., 8% in., $21. 50 per doz.; No. 153 
Leaf spring, full pol., 8 in., $24 doz.; 
No. 253 Leaf spring, half pol., 8 in., 
$20.75 per doz. 

Disston Pruning Shears.—No. 1, 
Heavy, 27% in., $2.25 pr.; No. 2 Med., 
27% in., $2. 17 pr.; No. 3 Heavy, two 
curved jaws, oT i in., $2.17 pr.; No. 5, 
handles 9 in., pol. blades, 3% in., 
$1.65 3 

Standard Tree Pruners. — 6-ft., 
$1.30; 8-ft., $1.40; 10-ft., $1.55; 12-ft., 


$1.70 each. 
Disston’s Extra yay | | ny Pru- 
ners.—6-ft., $2.80; 8 , $3.05; 10-ft., 


$3.35; 12- ft. $3.50 a 

Little Giant Pruning Hooks and 
Saws, $2.15 each. 

Orchard Pruning Hooks and Saws, 
$2.10 each. 

Pruning Saws.—Disston’s 3 x 16, 
99c. each; 4 x 16, $1.19 each; 5 x 16, 
$1.25 each; 7 x 16, $1.43 each; 40 x 16, 
Sle. each. 

Pruning knives, 62c. each. 


Trowels in Demand 


Garden trowels are receiving atten- 
tion in the Metropolitan market. Most 
orders call for March delivery. Prices 
are fairly even. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 

Garden trowels, 6 in. blued steel 
blade, black enameled handle, riveted 
tang, 75c. per doz. 

Same, for transplanting, 5 
heavy steel blade, half polished, Pa 
per half blue lacquered, varnished 
hard wood handle, $1.15 per doz. 

Florist’s trowel, with 6 in. blades, 
heavy model, $1.25 per doz. 

One piece English pattern, 6 in. 
blade, half polished, $1.90 per doz. 

Garden trowels, with one piece 
socket, 6 in. forged steel blade, pol- 
ished and enameled, overall length, 
13% in., $3.25 per doz. 

— steel garden trowels, $2 per 
aoz. 


Stove Goods Prices 


The demand for various stove goods 
is not as heavy as it has been, as the 
bulk of stove goods requirements have 
been taken care of. We continue to 
quote these prices as a guide for deal- 
ers who wish to fill in stock. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 

Dampers, 4%4-in., 10c. each; 5-in., 
10c. each; 5%-in., lle. each; 6-in., 
12c. each; 7-in., 18c. each. 

Stove pipe elbows, 4%-in., 13c. 
each; 5-in., 14c. each; 5%-in., 16%c. 
each; 6-in.; 18c. each. 

Stove lifters, l-in., 6c. each; 2-in., 
7lec. each. 

Stove pipe collars, 4-in., 3c. each; 
4%-in., 4c. each; 5-in., 4140. each; 
51%., 5c. each: 6-in., 5c. each. 

Stove boards, 24 x 24, $7.90 per 
doz.: 26 x 26, $8. 55 per doz.: 28 x 28, 
$9. 60 per doz: 30 x 30, $11. 40° per doz.; 
32 x 32, $13. 45 per doz.; 35 x 35, $16. 75 
per doz. : 30 x 36, $15. 40 per doz.; 40 
x 42, $19.05 per ‘doz. 

Ash sifters, rotary type, $2.10 each. 
Moore’s handy truck, $2.25 each. 

Flue stops, 6%c. each. 

Coal hods, galvanized, plain body, 
open round ‘bottom, 17- in., 52c. each. 

Pokers, 4% x 20 straight, "6G. each; 
%x 20 bent, 6%c. each; Neverbreak, 
19%c. each. 

Pokers, furnace type, heavy wrought 
iron, 3 ft. long, 72c. eac 4 ft. long, 
$0c. each, and 5 ft. long, $1.10 each. 

Flue scrapers, black iron, 30 in. 
long, 4%c. each. 

Fire shovels, japanned, 4% x 15, 
7c. each; 5 x 20, 8c. each. Never- 
break brand, 39c. each. 
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White Lead and Oxides 


Advance 14 Cent 


Effective Jan. 14, the National Lead 
Co. announces an advance of ‘ec. per 
lb. on white lead and oxides. 

The Eagle-Picher Lead Co. an- 
nounces a similar advance on Jan. 12. 

Dry products made by the latter com- 
pany have also been advanced %c. 


Prices to retailers, f.0o.b. New York: 
NATIONAL LEAD CO. PRICES 


White lead, dry and in oil, in kegs 
100 lb. at 16%c.; in 25 lb. and =O 
lb. at 17c., and in 12% lb. at 17%c. 
In cans, 1 ‘lb., 21%c.; in more than 1 
lb., 19%4c. 

Dutch Boy red lead in oil, in 
kegs, 100 Ib. at 18%c.; in 25 and 50 
lb. at 18c., and in 12% Ib. at 18%4c. 

Dry red lead, and litharge, in kegs, 
100 lb. at 16%c.; in 25 and 50 Ib. at 
17c., and 12% Ib. at 17\%c. 


EAGLE-PICHER LEAD CO. 
QUOTATIONS 


Eagle pure white lead in oil, 300 
and E50 lb. 16%4c; 100 Ib., 16%. ; - 25 
and 50 lIb., 17c.; 12% b., 17% 

Eagle pure dry red ‘lead. “100 lb., 
16%c.; 25 and 50 Ib., 17c.; 12% Ib., 
17,4. 

Eagle pure red lead in oil, 100 Ib., 
ieee .; 25 and 50 Ib., 18c; 12% Ib., 


Picher sublimed blue lead in oil, 
100 lb., 16%c.; 25 and 50 Ib., 17c.: 
12% Ib., 174c. 

Eagle pure dry white lead and 
— 100 1lb., 16%c.; 25 and 50 Ib., 
c. 


DRY PRODUCTS 


In barrels and half barrels in 
quantity lots, effective Jan. 5, 1925. 

Sublimed white lead, 11%c. per Ib. 
Super sublimed white lead, 12c. per 
lb. Sublimed blue lead, 11lée. per lb. 
Carbonate of lead, 12c. per Ib. Lith- 
arge, 13%c. per Ib. Red lead, 13%c. 
per lb. AAA orange mineral, 16%c. 
per Ib 


Solder Prices Unchanged 


Bar solder is unchanged this week, 
though the lead market continues 
strong. Further advances are possible 
on solder, according to local jobbers. 
Stocks are fair. 


Jobbers’ quotations to. retailers, 
f.o.b. New York: 

Bar solder (half and half), 43c. 
per lb.; strip solder, 48c. per Ib.; 
Kester solder, acid or rosin core, 
68c. per Ib. 


Shipping Rope Trade 
Is Very Active 


There has been a decided improve- 
ment in street conditions throughout 
this area, which has enabled distrib- 
utors of rope to give prompt service 
for shipping needs. This phase of local 
rope business has been fairly active. 
The hardware trade demand has been 
fair. New prices are expected March 1. 
It is believed that new prices will show 
an advance of 2c. 

veenere quotations to retailers, 
f.o.b. New 


Rope, No. 1, Manila standard 
brands, 25c. per Ib.; No. 2, Manila 
standard brands, 23c. per lb.; No. 1, 
sisal standard brands, 19c. per Ib.; 
_— 2, sisal standard brands, 18c. per 


Twine, 3-ply wrapping a No. 
1, 23e. per “Ib. : No. 2, 21c. 

India hemp twine, No. “ ¥ lec. per 
Ib.; BB twine, fine dark, 22%c. per 
Ib.; fine light, 24c. per Ib. 
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HARDWARE AGE 17 


Active Business Reported in Pittsburgh 
Market—Retail Stocks Reported As Low 


(Pittsburgh office of HARDWARB AGE) 
NVENTORY taking by hardware retailers evidently 
| disclosed a good many holes to be filled, judging by 
the steady increase in the number and size of fill-in 
orders that have been coming to local jobbers in the past 
week or ten days. Salesmen, who were off their routes 
during the holiday and inventory seasons, are now all out 
. again and, besides orders for goods for early delivery, they 
are expected to soon begin sending along orders for spring 
lines. Business in the latter direction is not yet of sizable 
proportions. The trade is looking for a good business this 
year, but there are no thoughts of nor desires for a boom, 
which usually proves expensive in the long periods of dull- 
ness that always follow. It may be that a conservative 
sentiment with regard to the year’s outlook for hardware 
has been created by the development over the past fort- 
night of such a tendency in the iron and steel market. 
Conditions in iron and steel are not of a kind to justify 
some of the extremely optimistic expressions which came 
out following the national election, probably because that 
industry has again demonstrated its ability to speed up 
production, which is not without influence upon the course 
of buyers. The raw materials advanced so rapidly during 


doubt that if continued it would have foreed advances in 
finished materials that probably would have checked busi- 
ness. Scrap, coke, ferroalloys and other materials required 
in the manufacture of iron and steel have advanced sub- 
stantially and the pace was getting too rapid for man- 
ufacturers with orders priced well below today’s levels 
and they have been inclined to balk at paying the advances. 
With consumers of iron and steel well protected against 
their first quarter requirements, there has not been much 
chance to lift prices, since specifications on existing 
orders are making unnecessary additional purchases of 
any consequence. 

There continues to be very cheerful expectation as to 
builders’ hardware, and as the farmers did very little 
fence building in 1924, the belief is that this item will 
run high in sales this spring. There is a peculiar situ- 
ation in paints. There have been frequent suggestions 
lately of an advance, and one would seem warranted by 
the strength of the base materials; yet, manufacturers 
have not yet acted and appear to be influenced by the 
fact that the demand just now is not heavy enough 
to stand higher prices. One report is that prices will go 
up 10 per cent next week. Collections in the hardware 





the two months following the election 


AUTOMOBILE ACCESSORIES.— 
Fairly good business is reported in the 
seasonal lines. While it is a common 
condition that robes have been rather 
slow sellers on account of the fact that 
so many closed cars are now used, one 
dealer here states that sales never were 
larger than they have been this winter. 
Chains are doing well. Demand for al- 
cohol is hand-to-mouth; in large lots 
the market is quotable at 58c. per gal., 
while the price te retailers is around 
67c. 


BOLTS, NUTS AND RIVETS.—Ad- 
vances announced by makers of bolts 
and nuts last month on first quarter 
business are holding with great firm- 
ness and this tone is translated in job- 
bing prices. Much of the active busi- 
ness on makers’ books is on belated 
last quarter specifications. In view of 
the introduction of the freight allow- 
ance mode of sale, there is only a slight 
difference between actual prices of the 
last quarter of last year and the pres- 
ent quarter. 


We quote out of jobbers’ 
as follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; 
carriage bolts, small rolled threads, 
50 per cent off list; all sizes cut 
threads, 45 per cent off list; stove 
bolts, 75 per cent off list; tire bolts, 
40 and 10 per cent off list; nuts, hot 
pressed blank or tapped, 3.25c. off 
list; c.p.c. and t. blank or tapped, 
3.35¢c. off list: rivets, small wagon 
and tinners’, 60 per cent off list. 


BOX STRAPPING.—Slightly higher 
prices are being asked by makers on 
the basis of higher raw material costs. 
BUILDERS’ HARDWARE.—Initial or- 
ders are of a size that bears out the 


expectations that it is going to be a 
good year in this line. Labor costs 


stocks 





that there is no trade are fair. 


promise to remain high, seeing that the 
plumbers are to have a wage scale until 
June 1, 1927, of $11.50 per 8-hr. day, an 
increase of 50c. a day over the old 
scale. But judging from the building 
program for this district, it is evident 
that investors have become reconciled 
to high labor costs. 


CLEANING - COMPOUNDS.— Rather 
good demand is reported locally, but it 
runs heavier at present in drain pipe 
cleaner and boiler liquid than in porce- 
lain cleaner. 


Jobbers quote: 

Economy Plumber’ drain pipe 
cleaner, in 1 lb. net cans, in lots of 
3 doz., $2.75 per doz.; in lots of 6 doz., 
$2.70 per doz.; and in 12 doz. lots, 
$2.60 per doz. 

Same, in 2 lb. net weight cans, in 
lots of 2 doz., $4.90 per doz.; in lots 
of 6 doz., $4.85 per doz.; and in lots 
of 12 doz., $4.75 per doz. 

Hercules tile and porcelain cleaner, 
in 1 lb. net weight cans, $2 per doz. 
in lots of 2 doz. 

Hercules boiler liquid, in 1 qt. cans, 
$3 each; in % doz. lots, $2.50 each; 
in 1 doz. lots, $2.25 each. 

Same, in % gal. cans, $5 each; % 
doz. lots, $4.75 each; and in gal. cans, 
$9 each. 


HACK SAW FRAMES.—Slightly 
higher prices are noted in price lists 
recently issued by manufacturers. 


PAINTING MATERIALS. — Turpen- 
tine has advanced 2c. per gal., but 
other items are at recent prices. There 
are reports that ready mixed paints 
will advance 10 per cent soon, but no 
definite action yet has been taken to 
bring prices more in line with the 
higher cost of lead, oil and turpentine. 


Prices to retailers: 

Ready mixed paints, best grades, 
per gal.; lower grade, $2.25; 
lead, 16%c. per lb. in 100-I1b. 
lots; 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 
less for lots of a ton or more; tur- 
pentine, $1.08 per gal. in barrel lots; 














linseed oil, $1.28 per gal. in barrel 
ots. 


SHAFT ENDS.—Prices are slightly 
lower in a new price list of the Steel 
Socket & Shaft End Co., Cleveland. 


SOIL PIPE.—Sanitary Co. of America, 
Lynnfield, Pa., has advanced prices and 
now is quoting 2-in. to 6-in. standard 
pipe at 35, 10, 10 and 5 per cent off list, 
extra heavy 45, 10, 10 and 5 per cent 
off list and fittings, 30, 10, 10 and 5 
per cent off list, with a freight allow- 
ance of 20c. per 100 Ib. 


WASHERS.—Lead washers are higher 
in keeping with the primary metal and 
makers of wrought washers are asking 
more money. Mills in this district no 
longer are quoting lower than 6c. per 
lb. off list, while on contracts, the more 
common quotation is 5%c. off list. 


WIRE PRODUCTS.—tThere is persis- 
tent talk that the mills will soon ad- 
vance prices. There is a rather general 
tendency on the part of manufacturers 
to cancel tonnages not specified by the 
expiration of the contract period and 
rather than lose the advantage of $2 
per ton in the price, jobbers are speci- 
fying well. Jobbers are moving a 
good many nails, but as there is 
much shading of the regular prices, it 
is evident that some of the buying is 
of a forced character. Advance orders 
in wire and fence are good. An Eastern 
maker of escutcheon pins is naming 
higher prices. 

We quote out of jobbers’ stocks: 
Nails, $3.15 to $3.20, base, per keg; 
No. 9 gage, plain galvanized wire, 

$2.95 per 100 lb.; galvanized barbed, 
2-point cattle, $3.17 per 80-rod spool; 
2-point hog, $3.39; 4-point cattle, 
$3.38; 4-point hog, $3.66: special 2- 
point cattle, $2.38; woven wire fence, 


1047-11, $39.36 per 100 rods; 1047-9, 
$55.20; 939-11, $35.22; 939-9, $48.85. 
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January 22, 1925 


Brisk Movement of Spring Lines in Northwest 
—Wholesalers Optimistic Over Outlook 


(Minneapolis office of HARDWARE AGE) 
URING the past week there has been noticed a 
change toward the merchandise needed for spring 
have been, for the most 
part, finished, and merchants are going forward, planning 
Spring merchandise 
is being shipped out briskly, and the salesmen 
sending in orders. 


D 


business. Inventories 
selling campaigns for new business. 
on order 
are back on their routes, 


ASH SIFTERS.—Sales have continued 
fairly good, with stocks sufficient to 
care for the demand. Prices show no 


changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Square wood ash 
sifters at $2, round metallic at $4 


and wood barrel at $6 per doz. 
AXES.—Demand continues good, with 
ample stocks on hand. Prices show no 
changes. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Single bit axes, 
base weights, $14: double bit axes, 
base weights, $19. 


BATTERIES.—There is a very good 
demand for batteries, especially for 
radio uses. Automobile battery sales 
have been good during the continued 
cold snap just past. With the ever in- 
creasing interest in radio, and the huge 
sales totals in this line for the holidays, 
the demand for battery replacements is 
sure to hold up all during the winter. 
Stocks have been heavily drawn on, and 
some sizes have been difficult to obtain. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 6 ignition 
type dry cells, case lots, 29c each; 
Radio “B”’ batteries, unit package 
quantities, No. 766, $1.30 each; No. 
764, $1.14 each; No. 767, $2.44 each, 
No. 772, $2.44 each; No. 770, $3.09 
each: ‘‘C”’ batteries, No. 771, 39c. 


each. 
BOLTS.—While there have been indica- 
tions of advances in other markets, 
bolt prices here have been held steady 
on the old quotations. Stocks are in 
good condition, spring shipments going 
forward to some extent. 


We from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
50 per cent, machine bolts at 50-10 
per cent, stove bolts at 75 per cent 
and lag screws at 60 per cent from 
standard lists. 


BRADS.—The demand for brads is still 
light, as there is little building in pro- 
gress at the present time. Prices have 
not changed. 

We 


quote 





quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes, 70-10 per cent. 


COASTER WAGONS.—Spring _ ship- 
ments are beginning to start forward 
to some extent. The retail call is light, 
most of the interest of the younger 
generation being centered on _ sleds, 
skates and skiis, throughout this terri- 
tory. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin ae Auto wheel coaster 
wagons, No. $5.50 each; No. 61, 


$6.44 each; or oe $7.02 each; No. 63, 
$7.22 each. Overland coaster wagons, 














In practi- 


all 
cent 


lists; 
per 


50 per cent from factory 
steel coaster wagons <d0 
from lists. 


DAMPERS.—tThere is a small amount 
of furnace work being done at present, 
and call for dampers is light. Stocks 
are in good condition, and prices un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron wood 


handle 6-in. dampers at $1.40 per doz. 
EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Sales are slow at the 
present time in a retail way. Repair 
work is at a low point, and new work 
has not yet begun. Stocks are well 
filled in anticipation of good business 


in the spring. Prices show no changes. 


jobbers’ stocks, 
faves trough, lap 
D ga., at 


We quote from 
f.o.b. Twin Cities: 
joint single bead, 5 in., 
$5.25 per 100 ft.; 3 in., 28° ga. conduc- 
tor pipe, $5 per 100 ft.; 3 in. con- 
ductor elbows, $1.55 per ‘doz. net. 


FIELD FENCE.—Call is light in a 
retail way, there being no opportunity 
for the farmers to work at this kind 
of work. Stocks are well filled for 
spring business. Prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26 in. hog fence 
at $40.18 per 100 rods. 


FILES.—Sales are beginning to im- 
prove again, as shops and factories re- 
sume work after the holidays and in- 
ventory. Stocks are in good condition, 
and prices steady as last quoted. 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades of 
files, 50 per cent; second grade of 


files, 60-10 per cent from standard 
lists. 


GALVANIZED WARE.—While §ad- 
vances have been announced in other 
markets, there have been no changes 
made in this market. Prices are steady 
and strong, and the sales are beginning 
to increase. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs, $6.40; No. 2, 


$8.40; heavy galvanized tubs. 
» 50; 


a 3, 

No. 1, $12; No. 2, $13.25; 
standard galvanized pa nite. 10-qt., 
$2.25: 12-qt., $2.40; 14-qt., $2. 75; 16- 
qt. stock pails, $4.50, and 18- qt., $5. 25 


per doz. 
GLASS AND PUTTY.—Sales show 
some decrease during the past two 
weeks, owing possibly to the milder 
weather. Glass prices are holding firm, 
and prices on putty have been ad- 
vanced. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 83 per cent, and 


Reading matter continued on page 80 





| er. 
_will be a very good demand for build- 
ing materials, nails included, as soon 





cally all of the Northwest territory, the prospects for 
better business for the new year are very good. 
corn sections, there is a feeling that business will be 
rather slow for at least the first part of the year, but in 
other parts of the district optimism prevails. 

Some price changes have been put into effect in this 
market, and others are being held back, with the hope 
that advances may not be necessary. 


In the 


strength glass 8) per cent 
strictly pure putty in 50 
and in 25 lb. 


double 
from lists; 
lb. drums at $4.85 cwt., 
drums at $5 cwt., net. 


HAMMERS AND HATCHETS.—Inter- 
est in tools is beginning to increase as 
the prospects for resumption of build- 
ing operations increase. Prices are 
steady, with one exception,—11% May- 
dole hammers have advanced as shown 
in the table. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. 11% 
$12.60 per doz.; Plumb HF81, $10. 50 


per doz.; Riverside No. 61114, $12; 
Plumb Broad Hatchet No. 2, $14.45 
per doz.; Plumb shingling No. 2, 


$11.20 per doz.; Plumb claw No. 2, 


$12.50 per doz. 


LANTERNS.—Sales of lanterns are be- 
ginning to shade off slightly, as the 
days grow longer. Stocks are well 
filled, and prices unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Dietz tubular lan- 
long or short globe, $13 per 
.; Embury lanterns No. 210, $7.75 
per doz.; No. 240, $12.75 per doz.; No. 
a Midget vehicle lanterns, $17 per 
aoZ,., 
MILK CANS.—Call is fair, with good 
stocks from which to draw. Prices are 


unchanged. 
We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Railroad 5-gal. 
milk cans, $2.55 each; 8-gal., $3.10 


each, and 10-gal., $3.25 each. 
NAILS.—Building has not yet started 
to any extent, awaiting warmer weath- 
There is every evidence that there 


as the operations are started. Stocks 
of nails are in good condition, and 
prices steady. 


We quote 
f.o.b. Twin 
nails at $3.35 
cement coated 
per keg, base. 

OIL HEATERS.—tThe call for oil heat- 
ers continues to be fair, with some 
decrease at the present time. Stocks 
are well filled, and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned polished 
steel, 3-qt. capacity, No. 12, oil heat- 
ers at $2.66, and nickel polished steel, 
4-qt. capacity, No. 016, at $5.32 each. 


PAINTS AND WHITE LEAD.—A 
better trade in the paint line is ex- 
pected during the coming spring and 
summer than has been experienced for 
several years. Stocks are being 
shipped for spring business, and 
jobbers’ stocks are heavy for this de- 
mand. Prices on these lines have not 
been changed. 


jobbers’ stocks, 
Standard wire 
base, and 
at $2.85 


from 
Cities: 
per keg, 

wire nails 
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Pads for Horses 








We manufacture a complete line of 
Pads for Team Collars, Riding Saddles 
and Cart Saddles, also Back Bands, 
both Padded and Burlap Lined. 


For Sale by Jobbers 


The American Pad & Textile Co. 


Greenfield, Ohio 


United States Branch, Chillicothe, Ohio 
Canadian Branch, Chatham, Ontario 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $2.80 per gal.; second grade 
house paints at $2.10 per gal.; and 
best white lead at $14.29 per cwt. , in 
100-lb. containers. 


PYREX OVENWARE.—Sales show a 
slight decrease since the close of the 
holiday business, but this is to be ex- 


pected. Stocks are in good condition, 
and prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 101 casseroles, 
$1.33; No. 197, $1.17; No. 203 ie 
plates, 50c.; No. 210, 67c.; No. 212 
bread pans, 60c.; No. 231 utility pans, 
67c.; No. 12 tea pots, $1.67; No. 24, 


2, and No. 36, $2.33 each, net. 


REGISTERS.—Sales are beginning we! 
improve, and stocks are well filled for | 


coming business. Prices show no 
changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Cast iron registers 
at 40 per cent from standard lists. 


SANDPAPER.—Demand from 
and factories is again beginning to be 
felt. Sales to builders are still slow. 
Stocks are well filled and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1, 
per ream, $5.85; second grade No. 1, 
per ream, $5.25; Garnet paper No. 1, 
per ream, $16.50. 


and retail sales are fair. Prices are 


unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 75-15 per cent; round 
head blued screws, 75-5 per cent; 
flat head brass screws, 70-10 per 
cent; round head brass screws, 65-10 
per cent, and machine screws, No. 
4 and larger, 70 per cent from stand- 
ard lists. 


SIDEWALK SCRAPERS.—Good busi-_ 


ness has been the rule in this line of 
tools. 


Stocks are beginning to taper off. 


Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s sidewalk 
scrapers at $4.75 per doz., net. 


SKATES.—Sales of skates this year 
have been exceptionally good. Stocks 


have been drawn on heavily, and some — 


sizes are hard to obtain. Demand 
favors the tube skate, although there 





| weeks. 
soon, which will increase sales. 
have continued to climb. 


shops | 


Fairly heavy snows have added | 
materially to the sales of scrapers. | 
' STOVE BOARDS.—Sales have dropped 
to a low point recently, the heavy de- 
_mand for the year being over. 
_are light, with no change in prices. 
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has been good business in other kinds. 


| Prices are steady as last quoted. 


We quote from 5 egg Vay 9: 


No. 424%L, so: 
hockey, aluminum, $7.25, nickel, $8.25 
per pair, net. 


SNOW SHOVELS.—Plenty of snow 
has made good business in snow 
shovels. Stocks have been heavily 
drawn on, and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Straight handle 
wood snow shovels at $4.85; steel 


straight handle at $4.80, and 
handle at 


blade, 
galvanized steel blade D 
$11 per doz., net. 


SOLDER.—Call for solder has _ been 
comparatively light for the past few 
Construction work will start 
Prices 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 38 cents per pound, 
strictly half and half solder at 40%c. 
per pound, and Dutch Boy solder in 
100 lb. lots at 40%ec. per pound. 


STEEL SHEETS.—Sales are light at 
_ present, but indications for good spring | 
business are very good. 


: “ a _well filled, and prices unchanged. 
SCREWS.—Factory call is beginning, 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black steel sheets 
at $4.75 base (28-gage) and galva- 
nized steel sheets at $5.85 cwt. base, 


STEEL TRAPS.—Trapping has been 
unusually good 


in this section this 
season, and sales of traps have been 


excellent. Stocks are being reduced to 
some extent now. Prices are un- 
_ changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Victor No. 0 steel 
game traps at $1.10; No. 1, ; No. 
1%, $2.44; No. 2 wy : 36; Oneida Jump 
game traps, No. 0, $1.59; No. I, $1.83; 


No. 1%, $2.81 per doz., net. 


Stocks 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Crystallized stove 
boards, 28 x 28, $16.95; 30 x 30, $19.70, 
and 36 x 36, $24. 75 per doz., net. 

STOVE PIPE AND ELBOWS.—Sales 


are slowing up in this line, as the heavy 





Stocks are | 
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demand for the season is over. Prices 
show no changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Uniform blued 28- 
gage 6-in. stove pipe, knocked down 
at $15.40 per hundred; common iron 
corrugated 6-in. elbows at $1.35, and 
adjustable charcoal iron 6-in. elbows 
at $2.05 per doz. 

TIN PLATE.—Stocks are well filled for 

the coming season. Sales are light 

with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke, 
20 x 28 tin plate at $14.25 per 

box, and IC, 20 x 28, 8-lb. coating 

roofing tin at $14.66 per box, net. 
WEATHER STRIP.—Demand for 
weather strip has shown a decrease 
lately. The heaviest call for this ma- 
terial is past. Stocks are lighter, and 


prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood and felt 
weather strips, -in., $1.85; %-in., 
$1.85, and l-in., $2.60 per 100 ft. 


WIRE.—Call at present is only fair, 
with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barbed painted 
hog wire, $3.30 per 80 rod _ spool; 
barbed painted cattle wire, $3.09 per 
80 rod spool; galvanized hog wire, 
$3.52 per 80 rod spool; galvanized 
cattle wire, $3.30 per 80 rod _ spool; 
No. 9 smooth black wire, $3.35 cwt.; 
and No. 9 smooth galvanized wire, 
$3.80 cwt. 


WRENCHES.—Sales are fair, with 
some additional interest from shop and 
factories, which are beginning to in- 
crease their work. Stocks are being 
filled for a good business this spring. 
Prices show no changes. 


We quote from jobbers’ 
f.o.b. Twin Cities: 

Agricultural wrenches, 65 per cent; 
Coes wrenches, 40-10 per cent; en- 
gineers’ wrenches, 624% per cent from 
new lists; knife handle wrenches, 
40-10 per cent; Stillson and Trimo 
wrenches 60 per cent. Snap-on 
wrenches in sets, Master Service No. 
101, $15.25; No. 202, $8.80; No. 404, 
$8. 75; No. 505B, $3. '40, less 40 per 
ce 

No. 50 radio and electrical set, $4; 
No. 101 Master Service Set, gis oe 
No. 202 Heavy Duty Set, 80: 
303 Ford Master Service Set, $14. 85: 
No. 404 Flexible Socket Set, 8.75: 
No. 505B Screwdriver Blades, $3.40; 
No. 900 Set square socket, $3.70, less 
40 per cent. 


stocks, 











Ninety Pounds of Backbone 


The story goes that the famous Robert E. Lee was very fond of a certain 
general on his staff who was a splendid tactician and very small in stature. 
“He may only weigh ninety-five pounds,” he used to say, “but ninety pounds 
of that is backbone.” 


When we come to weigh and balance the many qualifications which go to make for success 
in merchandising, there is probably none of them which counts for more than “backbone.” 
The word covers a whole group of valuable, personal assets. 

The word “backbone” connotes determination, and the will to succeed in spite of obstacles. 
With the advertiser it means continuity of purpose and action. The advertiser with backbone 
is not the sort of fellow who throws up the sponge after one or even a series of advertise- 


ments produce no appreciable results. 


sales are effected after the third and fourth call. 


Verily, faint heart never won fair sales. 


The salesman with backbone knows that the majority of 
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R-W_ Vanishing \y'\3A 
Door Hardware for L 


the modern home. 


A Distinctive Difference 











Y/ 
ee ° . ° ° . . ° ff 
Positive operation, boundless satisfaction and lifetime service fas (ere 
constitute the distinctive difference between garage doors fitted yj Hangers Sor con. 
with out-of-date hinge hardware and those equipped with— service. 
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Garage Door Hardware R-W IDEAL Ele- 


vator Door Hard- 
ware for safety and 
positive operation. 


Garage doors equipped with S/:detzte slide inside, away from 
snow and ice, and fold flat against the wall. Thus a wide unob- 
structed opening is assured. Inconvenience, danger and damage 
are done away with, as S/:detite equipped doors can’t blow shut. 
When closed they fit snug and weather-tight. 


There is the same distinctive difference in all doors equipped with R-W Door 
Hangers, whether they be on barns, on elevators, on factories or in the home. 
Write for Catalog A-29, which describes and illustrates S/idetite Garage Door 
Hardware. 

























R-W Industrial 
Door Hangers for 
veriical or horizon- 
tal doors are univer- 
sally superior. 














The proved superiority of R-W Door Hangers is responsible for their almost 
universal acceptance as the standard of quality, service and satisfaction. 














New York Chicago 
Boston Minneapolis 
Philadelphia : ) Omaha 
Cleveland NHanever torany Door that Slides Kansas City 
Cincinnati AURO RA, ILLINOIS. U.S.A. oth 
Indianapolis RICHARDS-WILCOX CANADIAN CO., LTD. a 
St. Louis ttle 
Winnipeg LONDON, ONT. Montreal 
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(Chicago office of HARDWARE AGE) 

OW that inventory is practically over, general busi- 

ness conditions seem to be growing stronger and 

every indication points toward a continuation of 
the improvement of buying activities that marked the two 
closing months of last year. The volume of orders com- 
ing to the jobbers shows that stocks generally were de- 
pleted in many staple lines and there is a very satisfac- 
tory demand for seasonable items. Jobbers also report 
that orders for spring merchandise are being placed in 
large quantities and now that the salesmen are getting 
back into their territories, it is expected that this volume 
will increase. 

Prices are very firm and, while white lead is the only 
item to show an advance in this market this week, rumors 
are prevalent as to many advances to come in the near 
future. 

Employment conditions in the industrial centers are un- 





$15 to $22 per doz., according to 
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New Year Starts Well in Chicago Market— 


Satisfactory Demand for Seasonable Lines 


January 22, 1925 


shut down for their annual inventory have been prompt 
in their reopening and the percentage of employment is 
said to be considerably higher than at this time last year 
and is reported even greater than just prior to the holi- 
days. 

Railroad buying continues to be a feature in this dis- 
trict with the result that the steel mills are now operating 
at about 90 per cent capacity. Building operations are 
much more extensive than is usual at this time of year, 
and there is every evidence that spring will see consid- 
erable activity. Various state highway departments are 
planning large road building programs for the coming 
year, which will be a decided factor in the general condi- 
tions in this territory. 

The money market is much easier since the first of the 
year, although rates have not changed, commercial paper 
holding at from 3% to 3% per cent. Collections are sat- 








usually good for this time of year. Large plants which isfactory. 
; 7 ~ —Sales We quote from jobbers’ stocks, We quote from jobbers’ stocks, 
AUTOMOBILE ACCESSORIES #7 . f.0.b. Chicago: %-in. proof coil chain, | f.o.b. Chicago: Competition galvan- 
have slowed down somewhat. Prices $8.50 per 100 Ib.: Tenso, Bull Dog and ized after-made water-peils, genuine 
Brown coil chains, 50-10 per cent dis- riveted ears, 8-qt., .95 doz.; -qt., 
_ unchanged. count; No. 00-4% electric welded cow $2.20 doz.; 12-qt., $2.40 doz.; galvan- 
We quote from jobbers’ stocks, ties, $2.75 per doz. - wash tubs rie ee dos. No. 
f.o.b. Chicago: . " 2, $7 doz.; No. 3, $8.20 doz.; No. 8, 
regular, 58c. each; Champion X, 45c. : ; ices rong. end handles, 13 Oz.: -gal. tin 
each; lots of 100, 4lc. each; Cham- demand is heavy Prices very st e breast galvanized kerosene can, $2.25 
pion Blue Box line, 53c. each; A. C. We quote from jobbers’ stocks, doz.; 1-bu. galvanized baskets, $6.50 
Titan, 58c. each; lots of 100, 56c.; f.o.b. Chicago: Copper rivets and doz.: 1% bu., $8.25 doz.; 5-gal. gal- 
A. C. Special Ford, 44c. each. , burrs, 40 per cent discount. vanized oil cans, galvanized breast, 
—_ J 3286 a = Or meee 
56 oR a one Andree Ng, "8 | EAVES TROUGH AND CONDUCTOR | $7.22 doz.: perpendicular corrugated 
Horns.—E. A. Electric (Ford), $4 PIPE.—Too early for large sales. No. 55, $15 per doz.; No. 66, $17.50 
“aVacks.—Reliable Jacks, No. 46, $2.50 | Prices remain firm. ized atter-made No. 171, $42.40, doz.; 
each; in lots of 10, $2.25 each; Ajax, We quote from jobbers’ stocks, No. 191, $37.25 doz.; No. 201, $44.75 
No. 6, 90c. each; National Standard, f.o.b. Chicago: Single bead ap 7 doz. 
No. 21, $1.20 each. gutter, 5-in., $4.50 per 100 ft.; Cor- , iad 
Pumps.—Rose, 1'%-in. cylinder, $1.55 rugated conductor pipe, ed GARDEN HOSE AND LAWN SPRIN- 
each, per 100 ft.; Plain ridge roll, 6-in., r — Prices . : Future 
Chains.—Non-skid, dozen pair lots, | $4 per 100 ft.; Corrugated conductor KLERS.—Prices unchanged 
33% per cent discount; 50 pair lots, | elbows, 3-in., $1.36 doz. orders still coming in good volume. 
40 per cent discount. > ead nm , » ia 
Tires and Tubes.—30 x 3% over- ELECTRICAL AND RADIO MER P ag 4 iw po ee —— 
size cord tires, $10.45 each; regular _CHANDISE.—Radio sales are better | Gunity molded hose %-in.. 104c. 
cord, $8 each; gray inner tubes, 30 <-> aewsiga” fle ~ stg —e . fo 
. than ever. per ft.; %-in., 18c. per ft.; 3-ply, 
x 3h, $1.20 each; red inner tubes, | | good quality, wrapped, ‘%-in., 10c. 
30 x 31%, $1.50 each. | We quote from jobbers’ stocks, per ft.: 34 -in. 12c. per ft.: 4-ply, 
—Price > r | f.o.b. Chicago: | > juality. wrap %-in.. 19c. 
AXES.—Prices firm. Sales are very | OAR ap a | meek Sunny. —<.. #-in 3 
good. | rubber-covered wire, $7.90 per 1000 a Dider wm i,j ve o 
| ~— N00 lots. $7.65: No. 18 larh good quality wrapped, ¥%-in., 9c. per 
We quote from jobbers’ stocks, ried Fy g1450 5 bes oa 4g 1000-f | ft., %4-in., lle. per ft. Lawn sprin- 
f.o.b. Chicago: First quality single lots, $13.75: in eine Sliema “Basse | klers, Rain King, $28 doz.; original 
bitted unhandled axes, 3 to 4-lb., $14 mecca "192 ie two-way plugs | fountain sprinkler, $8 doz.; Rainbow, 
doz. base; double bitted, $19 doz. RNC each: in lots of 10 49%Ge each: 38-in. high, $24 doz. 
base; good quality black unhandled one-piece’ attachment | plugs,  13c. GLASS AND PUTTY.—The market 
axes, same weight, single bitted, $13 cath: two-nlece crencheneak ” ame: ae see take 
doz. base; single bitted handled axes, i3c. each: dry cells. boxes of 659. has been a little quiet since e firs 


of the year. 


quality and grade of handle. 


30%c. each; less than case lots, 34c. 
















firm. Heavy future orders continue. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
case lots, old copper and dull brass 
finish, $2.67 per doz. pair; 4 x 4 steel 
butts, old copper and dull brass finish, 

3.63 per doz. pair; heavy steel bevel 
nside sets, case lots, $6.75 per doz.; 
steel bit-keyed front door sets, $1.75 
per set; wrought brass  bit-keyed 
front door sets, $3.25 per set; cylinder 
front door sets, $7.50 per set. 


CHAIN.—Sales are improving. Prices 
very firm. 


a good demand. 
We quote 


per cent off list; 





AND BASKETS.—In 


















each. ’ 
BOLTS AND NUTS. — Prices un- Radio Supplies.—Radio B batteries, A AF a I gg IE ate lO ae 
; No 766 $1 40 each: No 767 $2 62 f.o.b. Chicago: Single strength 9 
changed. Demand is good. pn i ?, : — . 25-in. bracket, 88 per gone a os te 
We quote from jobbers’ stocks, Battery Charge.— Apco line, in oe lg ge ian pm & Bmp 
f.o.b. Chicago: Carriage bolts, cut lots of less than 10, $13.50 each net. le streneth A. all other brackets, 85 
thread, 50 per cent discount; small Tubes.—Cunningham and R. C. A. — eam , les the double strength A 
carriage bolts, rolled thread, 50-10 $4 list. Discount 25%. all sizes, 86 per cent discount. Putty 
per cent discount; machine bolts, cut Loud Speakers.—Western Electric —-pure grades, $3.75 per 100 lb.: com- 
thread, 50-10 per cent discount; No. 522W, $9.50 list. Discount 30%. anedial” a4e ‘per 106 Ib. *9 
small machine bolts, rolled thread, FIELD FENCE.—Demand is improv- ; oe 
50-10-5 per cent discount; all stove ‘ HATCHETS.—Sales are fair. Prices 
bolts, 75-5 per cent discount; lag ing. Prices are unchanged. unchanged. 
screws, per cent discount. We ” 
; » quote from jobbers’ stocks, ' : ’ 
BUILDERS’ HARDWARE.—Prices are f.o.b. Chicago: 726-6-12%, $29.70 per Pa. ng Cleeae: Prem a hl ey 


100 rods; 1948-6-14%, $45 per 100 rods. 
FILES.—Prices remain the same, with 


from jobbers’ 
f.o.b. Chicago: American files, 
Nicholson files, 50 
per cent off list; Black Diamond 
40-10-5 per cent off list. 


GALVANIZED PAILS, TUBS, CANS 


predictions of an early advance, prices 
are unchanged. Sales are good. 


Reading matter continued on page 84 


No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium quality hatchets, No. 2 
shingling, $7.25 doz.; medium quality 
hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—No change in 
prices, but a higher market is looked 


stocks, 
60-10 


files, 


for. Sales are in fair volume. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16-oz. 


spite of recent nail hammers, $10.50 doz.; first qual- 
ity, 16-o0z. machinists hammers, $7.85 
doz.; medium quality, 16-oz. nail 


hammers, $6 doz. 
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For 84 years the Disston Saw has 
been ‘“‘The Saw Most Carpenters 
Use”. Every Disston Saw you sell 
makes other sales of Disston Tools 
and Files. It pays you to stock 
the entire line. 


The lines that move 
are the lines that pay 


It’s a good plan to concen- 
trate on products that have 
won the confidence of _ tool 
users. 

‘* When you handle unknown _. . 
brands you wastetime insell- 
ing and slow up your turnover. | 

You lose money--in tied-up 
investment, overhead, depre- 
ciation, etc. 

Clean them out! 

And stock the complete line 
of Disston Saws, Tools, and 
Files. 

Your customers know that 
the Disston name on a saw or ¢ 
tool means life-long service 
and satisfaction. 

You get easy sales, and quick 
sales» and the extra profits 
that come with fast turnover. 


Henry Disston & Sons, Inc. 
Makers of “The Saw Most Carpenters Use’’ 
Philadelphia, U. S. A. 


; 4 P 
} } / 
; 
f 
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SAWS TOOLS FILES KNIVES STEEL 
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HANDLES, TOOL.—Sales are good OIL STOVES.—Prices unchanged, with SASH CORD.—Sales are heavy and 





and prices firm. a good volume of future orders. prices are unchanged. 

We —. from jobbers’ stocks, i We quote from jobbers’ stocks, We quote from jobbers’ stocks, 

f.o.b. Chica f.o.b. Chicago: Old line New Perfec- f.o.b. Chicago: No. 7 standard brands, 
Axe antise—3e. 1 hickory, $4 tion 2-burner stoves, $17 each list; $10.55 per doz. hanks; No. 8, $12.10 

doz. ; “4 2, $3 om —— (gee te ag $22 —_ aes, eae. ee per doz. hanks. 

hickor , $5 doz. nest selected sec- each list; new Improve ew Perfec- . 

ond aiowth hickory, $6 doz. tion 2-burner, $22 each list; 3-burner, SASH PULLEYS.—Prices firm and de- 
Hatchet and Hammer Handies.— $28.50 each list; 4-burner, $35 each mand continues to be very good. 

No. 1, 90c. doz.; finest second growth list; Superfex 2-burner, $36 each list; 

hickory, $1.50 doz. 3-burner, $45 each list; 4- burner, We quote from jobbers’ stocks, 

. d the d $58.50 each list. All subject to 30 per f.o.b. Chicago: Common sash pul- 
HINGES.—Prices are firm and the de- cent discount. Lots of ten or more leys, 50c. doz.; barrels, 54c. doz.; 
mand good. are subject to 30-5 per cent discount. ee “a — = — = 

. rels, c. doz.: No. . Cc OZ.; 
We quote from jobbers’ stocks, PAINTS Pe ee ee el barrels, 48c. doz. 
f.o.b. Chicago: Heavy strap hinges, vance n er j r r t ; 
in bundles, ae -in., $1.03; 5-in., $1.42; “se ~- other items are =, oO SCREWS.—Demand holding up well. 
6-in., $1.60; 8-in., $2.70; 10-in., $4.30 unchanged. Prices unchanged. 
per doz. pairs; extra heavy T hinges, We quote from jobbers’ stocks, ; 
in bundles, 4-in., $1.56; 5-in., $1.66; f.o.b. Chicago: We quote from jobbers’ stocks, 
6-in., $2.08; 8-in., $3.56; 10-in., $5.10 Linseed Oil.—Raw, barrel lots, f.o.b. Chicago: Flat head, bright 
per doz. pairs. a fe per gal.; 5-barrel lots, $1.25 per screws, 78-10 per cent new list; round 
head blued, 76-10 per cent new list; 
ICE SKATES.—The heavy demand con- =, binseed Oll—Bolled, barrel lots, fiat head | ase, 76-5 per _cent new 
; ; r ga arrel lots, $1. r ist; roun ea rass, 74-5 per cen 
tinues. Prices are unchanged. = per g $ pe at Gk: See Meds des coat 
We quote from jobbers’ stocks, + er oane Wer 
f.o.b. Chicago: Key Clamp—Rocker, ae ne.—Barrel lots, $1 per Sve 
Men’s and Boys’, bright finish, 75c. ~ Gonntwres Alcohol. — Barrel lots SOLDER AND BABBITT METAL.— 
ir; Half Key Clamp—Rocker, a — . , ; : 
Wornen’s and Giris’, bright finish, $1 foc. per gal.; steel drum, extra $6, Prices still very strong and no weak- 
pair; Key Clamp—Hock ey, Men’s and "White Lead —100-Ib kegs $16.25; ening in sight. The demand is good. 
Hockey, Girls’, $1.40 pair. 50-Ib. kegs, . CBS, 94.40, We quote from jobbers’ stocks, 

d 12% - Ib. kegs, $2. : f.o.b. Chicdgo: Warranted, 50-50 
LANTERNS.—Sales are very good. pory Paste. Barrel lots, 7c. per solder, $42 per 100 lb.; medium, 45-55 
Prices are unchanged. Shellac.—(4-Ib. goods), white, $3.50 Oe Sab ae tee et en “eee 

We quote pa petnes’ =: a ee Vee Pe Oe ' babbitt metal, $20 per 100 1b.; stand- 
f.o.b. Chicago: Dietz site OZ. ; — arrels, N 100 
with large “fount, $14.25 doz.; Little $3.50 to $6.75 per 100 Ib. ty o. 4 babbitt metal, $14 per 10 


Wizard, $8.50 doz.; Blizzard, $13 doz. PYREX WARE.—Pyrex sales are hold- a . F 
LARD PRESSES AND SAUSAGE ing up well. No change in prices. ———EEEi 


STUFFERS.— Prices remain un- _ We cauote from jobbers’ stocks, vn tay we Ea 
j i , ) icago: e quote from jobbers’ stoc 
changed. Demand is sips satisfactory Bread Pans.—No. 212, $7.20 doz.; f.o.b. Chicago: 28-gage galvanized 
We quote from jobbers’ stocks, No. 214, $12 doz. sheets, $5.50 per 100 =, aes 
f.o.b. ST 28 oh oe ae “am 97233 Casseroles.—Round, No. 167, $12 black sheets, $4.50 per 100 Ib. 
4-qt., $7.28 each; oO. , 6-q ° doz.; No. 168, $14 doz.: No. 183, 12 
each: No. 35, 8-qt., $8.67 each. doz.; No. 184, $14 doz WIRE GOODS.—tThere is a good vol- 
LAWN MOWERS AND GRASS x Casseroles. Oval, No. 193, $12 doz.; ume of future orders. Prices are un- 
; Oo a Oz 
CATCHERS.—Prices unchanged. The jpie, Plates. —No. 202, $6 doz. - No. changed. 
is r than 203, $7. 0Z.; No. 209, $7. OZ. We quote from jobbers’ stocks 
volume of future orders is larger t Tea Pots.—2-cupn, $20 doz.; 4-cup, f.o.b. Chicago: No. 8 black annealed 
eee at ft ee wire, $8.15 Der. 100 1b; No. 9 gaivan- 
2 , si mr sNUe ’ 0Z., sNO. ized plain wire, ; per .s 
Py ae: senatipamesiciidiramicien 232, $14 doz. catch weight spool galvanized cattle 
Lawn Mowers.—16-in. ball bearing, ROLLER SKATES.—Prices are un- or ~~ p hea Pe Pag a m5 bet 
5-knife, 1l-in. wheels, $12.35 each; changed Future orde . ood spool gaivanize og wire, $3.43 per 
16-in., ball bearing, 4-knife, 10%4-in. ged. orders are in goo spool. Polished fence staples, $3.70 
wheels, $10 each; 16-in. plain bear- volume. ng Ae gt we “9 ee Lp — 
ing, 4-knife, 10%-in. wheels, $8.65 We quote from jobbers’ stocks, — tad 7 Pt $5.30 vor 100 ga ~ ot 
each; 16-in. ball bearing, 4-knife, f.o.b. Chicago: Union roller skates for aque Weanes Wite Gleth, BEE bee 
9-in. wheels, $8.85 each; 16-in. plain boys, $1.40 per pr.; for girls, $1.50 sae S “ — "e Fon vo 
bearing, 4-knife, 9-in. wheels, $7.35 per pr 00 sq. ft.; galvanized poultry net- 
each; 16-in. ball bearing, 4-knife, a 7 ting, 55-5 per cent discount, galvan- 
8-in. wheels, $8 each; 16-in. plain ROOFING PAPER.—Sales are about mae —_ Breney netting, 50-5 per 
a ny See eeneny weer normal for an off season month. New | a on Po a 
Grass Catchers. — Galvanized bot- advanced prices are well maintained. RENCHES.—Prices unchanged. Sales 
tom, for 14 Fg in. Roem teet — We quote from jobbers’ stocks, are very satisfactory. 
packages, $8.80 doz.; galvanized bot- f.o.b. Chicago: Best grade slate sur- . ? 
tom, for 18 to 21-in. mowers, full faced prepared roofing, $2.05 per f = a toa gl =m oy 
packages, $9.60 doz.; plain bottom square; best grade tale. surfaced, ed pt ye on le age era pete ny 
canvas, for 18 to 21-in. mowers, $7.60 $2.30 per square; medium talc, sur- ak aus aie Eee ‘ci 
doz.; plain bottom canvas, for 12 to faced, $1.70 per square; light’ talc ie Psp on tT r stage ve unt: Still. 
16-in. mowers, $5.90 doz. surfaced, $1.05 per square; red rosin hcg Ag Rome pn Stet hee 3 
. sheathing, $62 per ton. oe we ee Se scount, Irimo, 6o- 
NAILS.—Prices are unchanged. There pee ie ; 10 per cent discount. F ; 
; . . : : —hSales are very lively. ecen nap-On renches. — Radio an 
is a little lull in the nail business. een aga y : a henge gue a Tn te, Ge ee 
We quote from jobbers’ stocks, n price now wel estanisned. Service set, $15.25; No. 202 Heavy 
f.o.b. Chicago: Common wire nails, We quote from jobbers’ stocks, Duty set, $8.80; No. 303 Ford Master 
$3.25 per keg base; cement coated, f.o.b. Chicago: No. 1 Manila Stand- Service set, $14.85; No. 404 Universal 
$2.55 per keg base. The extra for ard brands, 23%c. to 25%c. per Ib.; Socket set, $8.75; No. 505-B Screw 
galvanized nails is now $2.25 for 1-in. ng 2 Manila, 22%c. to 23%c. per Driver set, $3.40; No. 900 Square 
and longer; $2.50 for shorter than b.; No. 1 Sisal, 16%c. per lb.; No. 2 Socket set, $3.70. All Snap-On 
1-in. Sisal, 15%c. per Ib. wrenches less 40 per cent discount. 








Battery Charging Service Helps Radio Sales 


BATTERY charging service is a splendid prestige and sales builder. Many hardware 
A stores have found it a good stunt to rent set owners batteries while theirs are being 

charged. When a customer has a battery to be charged he’ll frequently drop into the 
store himself to sell you about it. When he comes himself don’t miss this opportunity to 
show him your latest sets and accessories. Make it a point to return the batteries yourself 
occasionally, as this will give you access to a prospect’s home. If you display an interest in 
his set, he’ll demonstrate it for you and brag about it—or he’ll think it a grand opportunity to 
get some free advice on why it doesn’t work like he thinks it should. It’s your grand oppor- 
tunity to sell radio and accessories. 
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Reg. U. S. Pat. Off. 
No. 995758 which will 
be strictly enforced 


Two Styles of 
Packing 


‘Straight Sizes 


Packed 14 gross sets any 
one size. 


Assortment 
as illustrated 


Packed '4 gross '2in., %in., 
3% in., % in. assorted. 
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Group Small Wares » Increase Sales 





DOMES of SILENCE 


A Fast Steady Seller 
Highly Profitable — 


Just display the carton 
MADE IN SIX SIZES: 


34 in., 14 in. 54 in. 34 in., 76 in. and 1-% in. 


Your nearest jobber carries a complete line 
Apply the largest size possible 


DOMES of SILENCE Division 


Henry W. Peabody & Co. 
17 State Street, New York City P-1946 





She Perfect Furniture Footwear 


® DOMES of SILENCE 


Getter than Casters 
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Tell Your Customers 
Why it pays— 


to get WISS shears and scissors, 
instead of the ordinary kind. 


> +: 


information of real value to all who use 


shears and scissors and those who sell them. 


> GEE 2 ¢- 





1 The blades of Wiss ‘Shears are 
double-forged, from two different kinds 
of steel. High-carbon crucible steel is 
used for extra-hard cutting edges—and 
tough, medium-carbon steel is used for 
the handles and backs of the blades. 

2 Wiss Scissors are forged from one 
piece, of the finest cutlery steel—since 
lightness and daintiness are essential. 

3 Both blades are perfectly tempered 
to exactly the same degree of hardness. 

4 Screws are accurate to !_ of an inch. 

OOU 


5S The blades are perfectly ground. 

6 They are perfectly polished. 

7 Trained specialists adjust every pair 
so they cut easily all the wav to the 
points. 

8 Before leaving the factory every 
Wiss shear or scissor is thoroughly 
tested. 

9 [very pair is guaranteed absolutely 
perfect. 

10 It pays to buy Wiss scissors and 
shears, becausc they give the longest pos- 
sthle service. 


. (SS - “Ede- 


. WISS & Sons Co. 


Established 1848 Newark, N. I. 


The Prestige’ of Quality. 


(MILLER RAND 
POCKET KNIVES 


are 


“AMERICAN and BEST” 








The Miller Bros, Cutlery Co. 


Meriden, Conn. 























“HAMMER 
BRAND” “3 
“Map 


POCKET KNIVES 


Our best Advertisement is our 
: Product. 


“Hammer Brand” Pocket Knives 
are made of the best materials ob- 
tainable, by skilled Artisans work- 
ing unhurriedly under the old-fash- 
ioned plan of Quality first. In 
“Hammer Brand” aloes you get 
the essential that makes e 
knives possible—S KILLED 
WORKMANSHIP. 


Our best method of Advertising is 
assisting our Distributors to ac- 
quaint their customers with 

worth of “Hammer Brand” Knives 
and how to effectively use the Sales 
_ Helps we supply. 

















NEW YORK 
KNIFE CO. 
Walden, 


New York 
U.S.A. 
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Oeerwations of a Cilley Siletmin 


Cutlery Selling Information—Of Interest to 
the Distributors’ Salesmen 


By JOHN CASSIN—A Man Who Knows 


at Wilkes-Barre, three salesmen, each working 

for hardware jobbers, met in the hotel lobby. 
Soon they were joined by a special cutlery salesman 
and the talk turned to cutlery. Each of the jobber 
salesmen expressed the opinion that their customers 
were not selling as much cutlery as formerly; they 
admitted their own sales of cutlery were short of 
former years. 

After the discussion with its reasons, pro and con, 
had exhausted itself, I walked up the street with the 
special cutlery salesman. I remarked, “Ed, what 
about this decrease in the hardware dealers’ cutlery 
sales we have just been hearing about? I noticed you 
didn’t have much to say.” 

Ed replied: ‘Well, John, there may be something 
in some of the things we just heard, but I don’t be- 
lieve the refillable pencil business or the druggist and 


AST May during the Knights Templar convention 





cigar dealers have curtailed the hardware dealers’ 
cutlery business. It’s true that drug and cigar stores 
are offering cutlery—that in itself will awaken all 
branches of the hardware trade to the fact that up 
to this time they have enjoyed a monopoly of one of 
the great creative sales lines of merchandise. But if 
the cutlery sales of the men we have just been talking 
with have decreased, it’s not because all of their cus- 
tomers are doing less cutlery business; it’s because 
they are not paying enough attention to cutlery to 
get their share. 

“It may be that they have such a large variety to 
sell or take orders for that they don’t feel justified 
in giving a little time to cutlery—and I’m glad they 
don’t. If they did, my job would be harder. If those 
men understood the possibilities of cutlery, knew how 
to select proper assortments for their customers, how 
to price and arrange the goods, and really put their 
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minds to the question of having most of their cus- 
tomers do a good profitable cutlery business, then 
neither I nor any other special cutlery salesman would 
be able to break in on their business, much less take 
accounts away from them. 

“Every day the retail hardware merchant is more 
inclined toward confining his purchases to a few 
sources of supply. The hardware jobber’s salesman 
covering his territory every few weeks is in a much 
better position to develop and take care of the re- 
tailers’ cutlery business than is the special salesman 
who gets around two to four times a year.” 

Since that conversation I have had the pleasure of 
discussing cutlery sales with many merchants doing 
business in New York, Pennsylvania, New Jersey and 
Maryland and, while I am glad to be able to say that 
the majority of these merchants report they are sell- 
ing more cutlery than formerly, many of them ac- 
knowledge they are not selling enough to pay good 
dividends on the amount of investment and the prom- 
inent space occupied. In reply to my inquiry nearly 
all express a preference for buying cutlery from one 
of their established sources of supply—preferably a 
hardware jobber. 

Of 112 merchants interviewed on this subject: 

Thirty-six buy cutlery mostly from one of the hard- 
ware jobbers serving them. 

Thirty-eight buy from cutlery manufacturers sell- 
ing direct to retailers. 
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Mr. “‘T” or Mr. “S” since our Wilkes-Barre discus- 
sion, but I have been over part of their territories 
and I find they are selling cutlery. Perhaps it’s the 
season or maybe the Wilkes-Barre talk served as a 
reminder to them as well as to Mr. “A.” 

It’s a good thing to give the hardware jobbers’ sales- 
men a cutlery quota—and keep feeding him with little 
pointers about cutlery—every business as well as the 
drama needs some scenery—cutlery makes attractive 
substantial scenery. 

Right now is the time to go after the retailers’ 
cutlery orders. Retailers, even those who have only 
thought of cutlery as holiday goods, are beginning to 
think about their fall and winter business which in- 
cludes cutlery. Business is improving and many re- 
tailers who have been buying lightly are finding their 
cutlery stocks low; the present is a good time for 
the jobber’s salesman to press home the advantages 
he enjoys. 

The salesman representing a hardware jobber hand- 
ling a line of cutlery comprising one each of the good 
quality lines of pocket knives, shears and scissors and 
household cutlery who allows a special cutlery sales- 
man to come on his territory and clean up a nice 
business ought to have a heart-to-heart talk with him- 
self, and if he cannot determine why he is not getting 
the business—he ought to discuss the subject with his 
sales manager and cutlery buyer, telling them who is 
getting the business, how they are getting it, what 








Good Cutlery is Sold on Confidence 


LL good cutlery is sold on confidence. What’s the use of creating five dollars’ worth of 
A confidence and then showing a seventy-five cent knife. Build up the confidence, but show 


the knife that will justify that confidence. 


A three-dollar knife sale is as easy to make 


as a seventy-five cent one, and it adds to the customer’s satisfaction and the store’s profit. 








Eleven buy cutlery from anyone that comes along 
who offers job goods, seconds or especially low-priced 
goods. 

Twenty-seven buy some cutlery from each of the 
jobbers who are serving them as well as a few special 
or job items. 

I am convinced that most of the 76 retail hardware 
merchants who are not buying the bulk of their cut- 
lery from one of the hardware jobbers regularly serv- 
ing as their source of supply for other goods will 
eventually find it desirable and profitable to select one 
of their hardware jobbers as their main source of 
supply for cutlery. Which of the three or four hard- 
ware jobbers will get this business or the most of it 
depends entirely upon the jobbers’ salesmen (as- 
suming that all are on an equal footing as to mer- 
chandise and methods; of course, that is not to be 
expected). I believe the salesman is the important 
factor to such an extent that the salesmen interested 
in cutlery will get more business with an average 
line than will the uninterested salesmen whose house 
has a crackerjack line. 

Last week I ran across Mr. “A,” one of the men 
who took part in the Wilkes-Barre cutlery discussion; 
he had a cutlery roll in his hand. “What are you do- 
ing with the roll? Selling cutlery?” “Selling more 
than I ever have. After that talk with you, Ed, and 
those other fellows I decided somebody was getting 
business I was entitled to.” I haven’t seen either 


they are selling; in other words, go to them with all 
the facts obtainable—the man who will do that will 
return to his territory and get more than his portion 
of the cutlery business. If I were one of the jobbers’ 
salesmen who had not been selling my share of cutlery 
and, therefore, depriving my customers, my house 
and self of the advantages and profits I had neglected 
or overlooked, after a talk with my sales manager 
and the cutlery buyer, I would take all the samples 
and information they loaded me with to some quiet 
secluded space and study them until I was well ac- 
quainted with the numbers and prices of at least a 
dozen patterns of pocket knives and several numbers 
of household cutlery items. Included with these how- 
ever, would be several patterns of pocket knives to 
retail at $1.50 (patterns at a price that every one can 
sell) showing good value to user and fair margin to 
dealer and I would show and talk these patterns to 
everyone; using them as the opening wedge. 

After the merchant starts buying, looking up num- 
bers and prices won’t make any difference—but it’s 
pretty tough on the merchant and embarrassing for the 
salesman when the salesman stumbles through a line 
of samples hunting for certain patterns and then 
reads the price off the blade or turns to his catalog 
for it. This reference to knowing your goods touches 
upon about the only good reason or advantage the 
special cutlery salesman has for taking some of your 
business. He generally knows his goods so well he 
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EVERSHARP ) 
Shears and Scissors Nei) 
Super-Quality Cast Grade C) 


Increase Dealers’ Cutlery Sales 


“The demand is constantly 
growing for serviceable 
and durable shears and 
scissors, to retail at 5oc to 
75c per pair. We have the 
most wonderful line of 
shears and scissors in this 
class. The most wonder- 
ful ‘sales talk’ in the world 
will not sell a pair of 


E shears at $1.50 to the 
mi; 4 4woman who wants a 50¢ 
de pair.” Don't let this wom- 


an go to some other store 





: 


~ 
2 a 
nl 


in your town or city be- 


* . 
ocket Knives a ee Oe 
a 50c or 75c grades. 


We manufacture all 


styles and sizes of 


Discriminating buyers are confident that ) shears and_ scissors, 


both packed in boxes { 


with the ee H A L k E N G E line of \ and mounted on dis- | 


play cards. Write \ 


POCKET KNIVES they are getting \ . for Catalog and 

















the UTMOST IN SATISFACTION. “ee 

CHALLENGE KNIFE construction Ge 1 

represents expert workmanship and ma- : % CLIC AT 

rials of quality gees gg i 
1) ) @ 
Challenge Cutlery Corporation : : BRIDGEPORT, CONN. 2U. 3A 

ites Com. Xk FOR ALL PURPOSES | fe 
i. 























Official ULSTER CHRADE ()AFETY 
Boy Scout Knives Push Button Knife 


Approved and Licensed by Boy Scouts of America " my No Lr CaRing Oo 
The construction of Ulster pocket knives is thorough a Singer Tia us 









and durable and will meet the most exacting require- 
ments of Scout work. Every Official Scout Knife bear- 
ing the ULSTER Brand is guaranteed to equal the 
tested standard submitted and approved by the U. S. 
Government Bureau of Standards. 

Two sizes, large and medium. Have spear blade, can 
opener, bottle cap opener, screw driver, and leather 
punch. 

@xx safety 
: *\ Lock 


Sure to sell on sight. 
Absolutely safe in pocket and in use. 
or convenience you can’t beat it 
Large Size 47553 L 5 Medium Size 47488 L 5 Special Two Blade Knife 243L5 Easily operated with one hand. 
The safety slide locks the button. 
ou can't afford .o be without it. 


VRAGE EVERLASTINGLY SHARP MARK 
Schrade Cutlery Co, 


Manufacturers of Superior Pocket Knives 
Factories: Walden, N. Y.. Middletown, N. Y. 
Main Office: Walden, N. Y. 

ORDER THROUGH YOUR JOBBER OR DIRECT 





Finest quality steel, highly tempered, keenly edged. 


“Be Prepared” emblem embossed in shield, Official 
Etching on blade, Ulster Knife Co. on tangs of blade. 


Manufactured by 
DWIGHT DIVINE & SONS 


ULSTER KNIFE CO., Trade Mark 
ELLENVILLE, $3 N. Y., U.S.A. 
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makes it easy for the merchant to buy from him and 
everyone likes to do business with men who know their 
business. 

By the time the editor has read this far he is 
probably wondering where the dealers’ interest in this 
ramble comes in. For a fitting background, permit 
me to appear to digress for a moment so I can use 
as examples or illustrations three incidents that 
occurred within the last two weeks. One of the owners 
of one of the largest and best hardware stores in 
Pennsylvania remarked, “I wish we could find the 
right way to sell more cutlery.” The owner of a hard- 
ware store in a prosperous coal mining town of 17,000 
people remarked, “I am satisfied with my cutlery 
business—I know what will sell here.” The manager 
of a store enjoying one of the best retail locations in 
Pittsburgh said, “We don’t sell enough cutlery to 


pay for the space it occupies.” 
These three cases are duplicated several thousand 
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times throughout the United States—the answer to 
each and all is the same. They don’t know the mer- 
chandising value of cutlery—very few construct their 
cutlery departments, few know cutlery. The greatest 
teaching force or the most potent influence in the 
hardware trade is the army of jobbers’ salesmen— 
when they like cutlery better or feel they can take 
the time to sell cutlery—then the retailers and their 
sales peoples will know more about cutlery—how to 
buy, what to buy, how to offer it to create sales, draw 
trade, be a benefit to the entire stock and stand out 
as one of the store attraction lines of merchandise 
handled by the hardware store. 

The retailer’s interest in this subject is in the fact 
that where you find a jobber’s salesman who under- 
stands and sells cutlery you will find in his territory 
many retailers doing a good cutlery business with a 
comparatively small investment. 








Making the Guarantee Do Its Duty 








“Guarantee.” Have you ever heard of a clothier replacing a pair of pants 


r NHERE is no word in the English language so overworked as the word 


because the owner tore them, or a pair of new shoes exchanged for old be- 
cause the soles wore out. YET that is precisely what is frequently happening in 
the hardware trade. The overworked “Guarantee” is discussed in this article in 


a helpful and practical manner. 








ILL JONES, starting on a fishing trip, needed 

a pocket knife. Knowing the local hardware 

dealer carried an extensive line, he made a 

purchase in the way of a two-blade Jack Pattern, 

ascertaining as usual with all purchases of this 
class of merchandise if it was guaranteed. 

On the following day, while in camp, it became 
necessary to open a can and he found that in some 
unaccountable way the opener had been omitted 
in packing up. Never mind, the pocket knife will 
answer admirably, and he proceeded to use it. Not 
proving very satisfactory in the initial attempt, 
more pressure was brought into play, the conse- 
quence being a broken blade. 

“Flawed, by Jingos!” exclaimed Bill. “Darn good 
thing it’s guaranteed, I’ll take it back and get a new 
one,” and he did. 

That knife was guaranteed by the manufacturer 
to be perfect in quality and workmanship, but there 
was nothing said about its usefulness as a can 
opener. 

An examination by the dealer would show there 
was no defect, and that he was being imposed upon. 
A firm stand on his part would undoubtedly have 
meant another knife sold. 

Mrs. Murphy exercised extraordinary care in 
keeping her new aluminum double boiler polished 
as it was a possession highly thought of. The 
other morning, while preparing oatmeal for break- 
fast, she absentmindedly let it boil dry. The se- 
quence was bottom burnt through. Although very 
much chagrined at this carelessness, she remem- 


bered it was stamped guaranteed. Why all the 
worry? Take it back and get a new one, which she 
did. 

John Smith bought sonny a nice nickel watch for 
his birthday. My, but that youngster for the first 
few days took as much care of it as you would a 
hundred-dollar Howard. But in a week the novelty 
wore off, and sonny’s inquisitive mind wanted to 
know what made that ticking and the hands move. 
You can visualize what happened. When pop saw 
it it was missing on all four, the windshield smashed 
and one of the timers gone, but that didn’t deter 
father from asking replacement. Oh, no, wasn’t 
there a little slip of paper in the back which read, 
“Guaranteed for one year,” and sonny only had it 
nine days? 

What Guarantee Means 

These little narrations are not fiction, but real, 
every day occurrences. There is no word in the 
English language taken advantage of more than 
that word “Guarantee.” Have you ever heard of 
a clothing merchant replacing a pair of trousers 
because the owner tore them, or a pair of new shoes 
exchanged for old on account of soles wearing 
through? The automobile dealer doesn’t give a 
new car for one which has seen six months’ ser- 
vice. If this were true, we would all live in clover. 
Then why should you, Mr. Hardware Dealer, take 
everything back alleged defective? Do you realize 
that each time you make an unjust replacement you 


are out so much on a sale? Why should a consumer 


impose on your good-nature for a new article when 
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the old one is not defective in the sense covered by 
a guarantee? 

Axes left out of doors in the winter become 
chilled. Frost gets in, making the steel brittle, and 
when put to use in this condition ofttimes will 
break. Other cutting edge tools as scythes, chisels, 
planes, etc., are subjected to mistreatment. More 
generally by the novice who is not familiar or has 
no conception of how or what they are intended for. 
A guarantee is no insurance against carelessness. 

You are justified in making replacement on a 
pocket knife which has a broken spring or rivet 
which holds blade in place, but most emphatically 
you are not in supplying a new knife for one which 
has the blade ground too thin, broken, or with 
scales partly or wholly missing. 

It is manifest that nine-tenths of the alleged de- 
fects which you are called upon to replace are caused 
by down-right abuse, and the sooner you call a halt 
the less will be your overhead expense and the more 
your sales. 

The Greatest Percentage 


Primarily, watches, clocks and pocket cutlery 
have the greater percentage of come-backs 

What is the remedy? The preliminary step is 
on the receipt of a shipment of watches or clocks, 
examine them carefully, wind each one, see that 
they run, turn the hands and if there are any de- 
fective, put them aside to be returned. You then 
know the ones on your shelves are in perfect run- 
ning order, and, when a sale is consummated, ex- 
plain to the purchaser exactly what the guarantee 
covers and live up to it. 

On a knife discontinue accepting those which, in 
your opinion, show hard usage or with broken 
blades. Advise your customer that you would like 
to oblige him but it would mean a loss to you as 
the manufacturer would not‘replace as it does not 
come under their guarantee. At the same time, 
take out a tray of knives from your show case, 
place them before him, and dollars to doughnuts 
you will sell a new one. 

Be firm, but not antagonistic. Make the word 
“vuarantee” represent what it means. You will not 
lose trade, but rather you will build up a substan- 
tial business. 





Teach Your Customers to Say 
“For Good Cutlery” Go to a 
Hardware Store 


a 
HE series of cutlery merchandising articles ap- 
[pearing in HARDWARE AGE are published as part 
of its program to assist readers to develop and 
broaden the natural market for good American made 
cutlery. 

The changes occurring in the distributing division 
of merchandising, while headed toward improving ser- 
vice, have at least temporarily, as applied to cutlery, 
reduced sales power. 

Retail merchants and their salespeople desire the 
information necessary to permit them to enjoy full 
appreciation of the value of cutlery as saleable mer- 
chandise as well as to know about its influence upon 
the total sales of those who use cutlery for what it 
is—one of the most attractive trade magnets of the 
hardware business. 

The loss or omission of cutlery sales power has per- 
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mitted a growth of what might be termed an under- 
appreciation of cutlery, its uses and value to the 
hardware business. The absence of sales power has 
permitted the entrance of that type of ignorance— 
overemphasis of the importance of price. This situa- 
tion appears more general than it really is, only be- 
cause there are so many thousands of hardware stores 
where cutlery seems neglected compared to the hun- 
dreds of hardware stores where the value of good 
cutlery as sales merchandise is appreciated. How- 
ever, the situation is steadily improving—the hard- 
ware trade as a whole is interested in cutlery. 

Main Street hardware stores are increasing their 
cutlery sales as well as using cutlery to draw trade. 
As their cutlery business increases, the better they 








A New 


Departure 


A Fast 
Seller 


AN ho @] 
KNIVES 


CONTAINS 
24 Stainproof 
Paring or 
Grape Fruit 
Knives 


The handiest 


article 
for the kitchen 

















LAMSON & GOODNOW MFG.'CO. 


Factory: Shelburne Falls, Mass. 
New York Office: 36 Warren Street 

















Every customer for a knife is a cus- 
tomer for the 






Display them with 
your cutlery! 


ACE HARDWARE 
MFG. CORP. 


Philadelphia 
Chicago San Francisco 
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know that cutlery is not a price business. Many 
hardware merchants now regard cutlery as one of the 
natural business building tools belonging to the hard- 
ware business, the effectiveness of which is sharpened 
by knowledge and use. 

As knowledge is acquired there is a better under- 
standing of the importance and value of quality. Of 
no other business can it be so truly said that success 
is built upon value delivered. Quality is essential 
to the growth of any business upon lasting founda- 
tions. Service rendered by merchandise is the rule 
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by which value delivered is measured. Satisfactory 
service as well as pride of ownership is dependent 
upon quality of materials and workmanship. Good 
American cutlery is so reasonably priced and the 
price and pattern ranges are so complete there is 
no need for any merchant to seek cutlery beyond the 
lines of the many standard brands of American made 
cutlery. By all means avoid “made at a price” cut- 
lery. Handle and feature the kind of cutlery that 
will perpetuate the growing acceptance of the fact 
that good cutlery is obtainable at hardware stores. 








Talks “Grind” to Pocket Knife Prospects 


RETAIL salesman in a large western store has this to say about selling high-grade 
A cutlery: 


“Most salesmen are satisfied with selling dollar knives. I like to sell knives that 





range in price from three to five or six dollars. 

“T talk the ‘grind’ of a knife to my grade A customers. A pocket knife has just as 
good a grind story as a hand saw has. We all know that a good hand saw tapers from 
tooth to back, and from heel to point; that grinding is the real test of a saw maker. 
Now a knife is in the same class. It does not taper from the edge to the back, as a hand 
saw does, but just the reverse. The wider back throws the shaving outward and 
makes it clear, but the same effect that is given by the taper of a saw at the back is 
given by the taper of a knife blade toward the point. As a saw eats into wood, the 
thick teeth lead the way, followed by the thinner back. This prevents binding. 

“With a knife, as your blade goes in you draw it through the work, and as you 
draw the blade the work is carried down toward the point. The back of the knife grows 
gradually thinner the nearer you get to the point. 

“T show that this taper in my high-grade knives is gradual by using a micrometer 
or a gage. Cheap knives are not ground tapering on the back of the blades. 

“T show elasticity of the steel. I use a magnifying glass on broken pieces of steel to 
show quality. 








Enjoys Cassin’s Cutlery Articles 


Mr. LLEW 8. SOULE, Editor, 

HARDWARE AGE, 

New York City. 

DEAR SIR 

Much enjoy reading HARDWARE AGE, especially the “Cutlery” part, by John Cassin. As | 
have been in the cutlery business for over thirty-five years—worked at the bench, in the retail, 
on the road for a Sheffield house, through Great Britain and Ireland—and for jobbers (J. H. 
Ashdown Hardware, Winnipeg, Canada), in charge of cutlery department—put in a few months 
with Remington Cutlery Division, Bridgeport, and have been with J. B. Hunter, 60 Summer 
Street, Boston, for nearly eighteen months. 

(Signed) ARTHUR NORTON, 
Boston 21, Mass. 
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CHATILLON 
Spring Scales 


Bring Profits to Hardware Dealers 


Modern business economies in the 
smallest retail store to the largest 
wholesale business requires the use 
of reliable and dependable scales. 


Since 1835 the house of Chatillon 
No. 4266 E Circular Spring Balance  =hag heen in the foreground constantly 
striving toward the ultimate goal of positive accuracy in 





commercial weighing. 


The success of these endeavors is most positively indi- 

# cated by the high regard held 
s@eq for Chatillon Spring Scales in the 
: trade. 


There is a Chatillon Scale 
for every ordinary use. 
We also make special 
scales for various purposes. 








JOHN CHATILLON & SONS 


Established 1835 


New York City, N. Y. No. 343G Red Scale 





85-99 Cliff Street 


No. 100A Straight 
Spring Balance 























Satisfaction 
More Sales — Quick Turnover 


Our 1925 Blue Flame 
Hover made in vari- 
ous sizes is the best 
seller. Burns oil—no 
odor, coal, soot,dust, 
noise, clogging, and 
no over - flowing. , 
Automat-  ———— 
ically reg- = 

ulated. An 
easy seller. 


RELIABLE asonaan 
Coal Burner Brooder 


It’s in the stove that we claim 
the great superiority. Built in 
every way upon the most modern 
and scientific principles. Ourown 
designed feed pouch increases 
the coalcapacity,insuring a clean 
grate at all times. Easily operated, pos- 
itively accurate and dependable regula- 


tion. Entire construction the very best. 
Looks wn sells easily. 


ANGIE Fae 


NT nn mao 


Brooder §. . 
Steve YZ. 





50 to 1100 
Eggs 


RELIABLE * 
segengaai Incubators 


have stood the test of 
time and are recognized 
by Government officials, 
colleges and schools as is 
evidenced by the increas- 
ing orders coming to us. 
Our double heating sys- 
tem makes the chicks 
cata nchi 
maintains uniform temp- 
erature and constant cir- 
culation of clean, fresh air. Made in sizes 
to suit. Both hotairand hot watersystems, 


Reliable Dealers find it easy to make 
sales of the RELIABLE line and good 
profs, too. Our extensive advertising 
andtloseco-operation creates th 
Dealers appreciate it. ‘We are the origin- 
ators of the Reliable Standard Incubat- 
ors, Blue Flame Ojil-Heated Colony 
Hovers and many other poultry appli- 
ances and fixtures, all backed by our 
positive guarantee. 

Write today for the Reliable Sales 
k, dealer terms and prices. 








J W Myer), Pres 











A 5 RELIABLE INCUBATOR & saocsen SS 
i 2305 Chestnut St., QUINCY, ILL, U.S 
ae Reliable Beca right 
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Referendum on Postal Salary Increase 


(Washington office of HARDWARE AGE) 


HE fourteen hundred odd business 

bodies making up the membership 

of the National Chamber of Com- 
merce will be called upon in a few 
days to vote in a referendum which 
is to be held for the purpose of sug- 
gesting the proper method of dealing 
with the grave problem as to what 
shall be done in the way of readjust- 
ing compensation throughout the postal 
service. It is hoped that as a result 
of the referendum concrete suggestions 
may be received that can be trans- 
mitted to Congress and made the basis 
of permanent legislation. 

Instead of nation-wide pay increases, 
the Chamber’s committee advocates re- 
adjustment of postal salaries by a 
proper classification on a differential 
scale. In such a procedure it sees the 
only possibility of meeting conditions, 
both in the large cities in industrial 
centers where wages in other occupa- 
tions are high and cities of much 
smaller size where the cost of living 
and all wages are on materially lower 
levels. Besides, the Committee advo- 
cates that an emergency fund be given 
to the Postmaster General to be used 
when the Civil Service Commission 
certifies that salaries in a particular 
place are not high enough to obtain 
new postal employees. 

Efficiency in the Postal Service, the 
Chamber’s Committee believes, should 
be the first consideration both with 
Congress and with officials of the postal 
service itself. In fact, the Committee 
gives its attention to questions of effi- 
ciency in the service before it deals 
with the question of salaries. The 
Committee’s recommendations, in their 
order and as they are being submitted 
to the Chamber’s membership for a 
referendum vote, are as follows: 


Recommendations to Be Voted On 


1. The Post Office, as an essential 
public service of vital importance to 
the welfare of the country, should be 
brought up to and maintained at a 
high state of efficiency at all times, 
and to this end, in fixing the financial 
program and annual budget for the 
Postal Service, efficiency should be the 
first consideration. 

2. Any postage rate revision should 
be based on a scientific determination, 
due consideration being given to the 
requirements of the financial program, 
cost of operation, and fixed charges on 
plant and equipment, including inter- 
est, maintenance and depreciation. 

3. To assure the requisite quality of 
service as affected by local conditions, 
postal salaries should be readjusted by 
proper classification on a differential 
scale rather than on a uniform national 
wide basis. 

4. To provide for exceptional cases of 
communities in which conditions may 
temporarily render it impossible to se- 
cure sufficient competent employees, an 
adequate emergency fund should be 
available. 

“For many years,” the Committee 
says in its report, “the United States 
Postal Service has fallen far short of 
meeting the standards which the Amer- 
ican public have a right to expect 
from their services of communication, 
which should be on the same high 
plane whether publicly or privately 
owned. This is without disparagement 
of the service rendered by thousands of 
faithful postal employees or of the 
efforts made my many higher adminis- 
trative officials to improve conditions. 
Without necessary legislation, adequate 
appropriations and proper organiza- 
tion, all such efforts are doomed to 
measurable failure.” 





W. P. J. Walsh Joins 


Congoleum-Nairn, Inc. 


W. P. J. Walsh, formerly a bnyer 
for the Momsen- Dunnegan- Ryan Co., 
El Paso, Tex., has accepted a responsi- 
ble position with the hardware division 
of Congoleum-Nairn, Inc., Philadelphia. 





Shatzel Elected President 
Rochester Hdwe. Assoc. 


James E. Shatzel has been elected 
president of the Rochester Hardware 
Association, Rochester, N. Y. Other 
officers newly elected are John Fer- 


guson, vice-president; J. P. Josh, sec- 
retary; A. D. Martin, treasurer, and R. 
Walter, financial secretary. These 


officers, with I. R. Gauger, Frank J. 
Simmons and Carl W. Lotz, will com- 
prise the executive committee. 





Trade Literature 


The Cutler-Hammer Mfg. Co., Mil- 
waukee, Wis., has issued two pamphlets 
known as X7, entitled, “Buy with Care 
—Build with Satisfaction,” and H2, 
entitled, “Two Feet of Electrical Heat.” 
The first paper is devoted to C-H radio 
products, such as_ rheos, low-loss 


sockets, and kindred lines. The second 
pamphlet covers the C-H heater used 
for keening vaults and such places 
warm and dry. 





Farrey Wants Catalogs 


The John J. Farrey Hardware & 
Plumbing Co., 608 Collins Avenue, 
Miami Beach, Fla., has opened a retail 
hardware store where plumbing, heat- 
ing and electrical equipment will be 
carried. The company will appreciate 
catalogs pertaining to these lines, and 
is also specially interested in receiving 
literature on small items which may be 
sold at 5, 10 and 25 cents. 





Save the Surface Club 
to Form in Rochester 


Salesmen who attended a recent meet- 
ing of the Rochester Paint & Glass 
Club, Rochester, N. Y., decided to form 
a local Save the Surface Salesmen’s 
Club. More than 200 business men at- 
tended this meeting to form a commit- 
tee of members of the Rochester Paint 
& Glass Club, Master Painters’ Asso- 
ciation and Rochester Hardware Asso- 
ciation for the purpose of conducting 
an extensive local advertising cam- 


paign. 
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Ghar 


Cannot BE BEAT as a PROFITABLE line to carry. 


EVERY SCREEN DOOR A PROSPECT 
Protects the screen—reinforces the door and keeps it from 
sagging. 3 bars to a set—one screw in each end of the bar. 


Each set wrapped separately with screws, 
ready for delivery. 


MADE IN FOUR SIZES ne nag 
to fit any decor from 2’-6” to 3’-0” wide. Retails at 75c per set. Be ae 


The Coustauly Grovigg Demad  ~. \N 


for DONLEY ALLSTEEL HOSE REELS means BUSINESS for you. 
The _handiest reel made—shipped knocked down 2 in a bundle— 
requires little storage space—easy to assemble. 

MADE IN TWO MODELS 
No. 1 Red and Green enamel, Special pawl ratchet and galvanized 
drum, holds 100’ of %” hose. 
No. 2 Green enamel, galvanized drum, holds 100’ of 5%” hose. 


heDonley Mfg. Co. Cleveland,0. 





























Easy to Attach—Holds Door Securely 


Slight Pull of Chain Releases Lock Na SN — > 





This necessary fixture for every garage js simply and quickly installed 
with a hammer and screw driver. It holds the door open against the 
strongest winds, absolutely preventing-the possibility of the door swinging 
and damaging the car. The lock is released with one slight pull of the 
chain. A dependable holder to save time and trouble every day in the 
year. 


GRIFFIN GARAGE DOOR HOLDER 


(Catalog No. 1914) 


Adapted to either right or left hand by merely reversing the keeper. Each 
part is carefully made of wrought steel to stand its share of strain. Is 
strong encugh to hold the heaviest garage door made. Finished in Japan 
or Galvanized, and packed with screws and full instructions for attaching. 
No garage is complete without them. 


For Use on Public Buildings 


Churches, theatres, schools, or any public buildings having doors opening 
out represent another large market for this remarkable product. Write 
for complete details today. 


"GRIFFIN MANUFACTURING CO. 


A5 Warren St.NewYork ERIE 9 PENNA. zw. Lake St.,Chicago, Til. 


SO OE NE LIL ILLES OLE ALT: SCTE IB LEI TON ELLE SOE RIL A ILI SNE ROO LLORES 
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Making Display Cases “Display” 


» AVE you ever noticed that sometimes your dis- 

A H play cases do not “display” just the way you 

8 would like to have them? The merchandise 

becomes disarranged and the whole thing lacks snap 
and pep. 

By using a little ingenuity, George Panian of 


‘ 
Bowden & Panian, Spring Valley, Minn., dressed up 





—— 














their appearance and utility. Two pieces of heavy 
cardboard the length of the case and about two feet 
wide were covered on one side with crépe paper, and 
the merchandise fastened on with fine wire shoved 
through the cardboard and twisted tight on the re- 
verse side. One of these sample boards was placed 
on edge, against the front glass of the case and rest- 
ing on the bottom. The other board was placed with 
one edge supported by the top edge of the first one 
and the other edge resting against the regular top 
shelf of the case. This arrangement leaves practically 
all of the case available for storage space for sur- 
plus merchandise. 

In choosing crépe paper to cover the boards, Panian 
selected a rich yellow with the result that each indi- 
vidual item displayed stood out with exceptional] clear- 
ness, and the cases themselves gave a decidedly bright, 
cheerful color effect to the whole store. Another 
thing that the change accomplished was that it placed 
the merchandise in such a position that it could be 
seen from in front of the case, even from a distance, 
and also from directly over the case, thus practically 
doubling the display opportunity. 





f Safety Step 
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} | Fruit Common 


Extension Taper Single Single Extension 
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W. W. BABCOCK CO. ne 


BATH NEW YORK 
We Pay Freight 








4 


LOT of ill-feeling in this world arises from 
the fact that people with a real or imagin- 
- ary grievance frequently sputter around for 
; j | | & days or weeks in a vague way instead of coming 

& 

















right out with it. 
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Window Responsible for Record 
Ammunition Sale 


HE Idaho Hardware & Plumbing Co., Ltd., Boise, 

"| iaane. states that the window display reproduced 

here resulted in the stere doing its biggest am- 

munition business in many years. The display is by 

W. S. Hall, display manager, and the window is cer- 
tainly well thought out. 

The central attraction is the painted drop showing 


Zong: , 
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, > 

eh, 
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Lem 
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a group of Rocky Mountain sheep in their native 
haunts. The scene is taken from the Middle Fork of 
the Salmon River in Idaho, a spot said by many to be 
one of the finest all around big game districts in the 
United States. 

Mr. Hall did the painting himself and set it off with 
autumn foliage. There is just sufficient merchandise 
shown to make a real selling appeal. 

Realistic windows have a fascination all their own 
and are sure to attract the attention of sport lovers. 








The Easiest Word 


A dean of salesmen has given it as his opinion that 
the word in the English language which is easiest 
to say and which produces the biggest results in 
selling is “Thanks.” And that applies in all lines 
of selling. Most of us had “Thanks” dinned into us 
in childhood; but many of us seem to have difficulty 
in visualizing its importance and value in maturity’s 
selling. ’ 

A large part of the success of the United Cigar 
Stores Company has been due to its attention to 
seemingly unimportant details. So valuable does 
this company deem the word “Thanks” that its 
manual carries these instructions: 

“After handing the customer his purchase and 
change, say: ‘Thank you,’ or ‘Thank you, Mr. So 
and So,’ or ‘Much obliged to you.’ Two or three 
words of this kind must be said to let the customer 
know we appreciate and value his patronage. Under 
our rule, a customer who does not get thanked gets 
cheated. Whatever you say, say it loud enough for 
the customer to hear it, and look him straight in the 
eye when you say it. Thank the customer and not 
the cash register or the wall case. Say ‘Thank 
you’ from the bottom of your heart and it will 
sink deep into the man’s heart.” 
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50 to 75 Years 
for a Handle to Grow 


GOOD round lifetime is required to 

bring a hickory to maturity and Turner 
Day and Woolworth handles have been giv- 
ing uniformly dependable service for as long 
as it takes a hickory handle to grow. 


Turner, Day & Woolworth handles came 
with the early days of the hardware busi- 
ness. Early we became a part of the job- 
bers’ dependable connections. They grew 
and the number of dealers multiplied ;—our 
great country expanded, and we | expanded 
with it. 


Today —5 large plants and 1000 men 
“handle” the demand. And thru these 
years Turner, Day & Woolworth has stood 
for standards unexcelled in the handle in- 
dustry. 


Copyrighted Brands 


DANIEL BOONE PERFECTION 
AMERICAN BEAUTY TRIUMPH 


DAISY HERCULES 
SUNFLOWER SUCCESS 
PEERLESS EAGLE 
BEAUTY ROYAL OAK 


Turner, Day & Woolworth 
Handle Co. 


Incorporated 
Kentucky 


Louisville 
“Since 1855”’ 
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Godskesen’s Plan for Selling 
Wallpaper and China 

er 7 (Continued from page 51) 
1810 = i 5 | 1925 : the office. An initial order for wall-paper amount- 
TS; | ing to about seven hundred dollars was placed and 
= | when it arrived Mr. Godskesen had made two dis- 
=, play racks. These racks were merely frames sup- 
porting twenty-five hinged display panels each and 
on either side of the panels a strip of wall-paper 
a ee a about two by four feet was pasted with a harmo- 
hardware man’s point of view are not many in the | nizing piece of border across the top. At the side 
United States. of each sample of paper is attached a card showing 
The Mechanics & Metals National Bank of the City of the number of rolls of that particular design that is 
New York is particularly fortunate in that its official | in stock and whenever a sale is made the amount is 
staff numbers those who have had actual experience in deducted from the total shown on the card. This 
the hardware business. idea not only prevents selling a larger quantity of 
This experience is at your service. Write us about a design than is in stock but also gives warning 
your banking problems; call on us when in New York when the supply of some especially popular pattern 

and permit us to show you what a combinatien of know- is running low. 

bow and ample resources can accomplish. No attempt was made to hang the paper sold, but 


a list of reliable paperhangers was kept at hand and 
whenver requested a paperhanger was _ recom- 
THE mended, but this was merely as a service and not 
part of the sale. A small commission was also 


MECH AN ICS & MET ALS : granted these paperhangers on any cash sales made 


entirely through their efforts and between the jobs 


N ATIONAL B ANK | turned to them and the commissions paid, the paper- 
| hangers developed a mighty friendly feeling to- 








OF THE CITY OF NEW YORK ward the new department. 
While Miss Stuedeman knew nothing of paper 


hanging as a trade, her natural artistic ability was 
Capital, Surplus and Profits, $26,500,000 an asset, and the women of Clinton soon learned 
that she was able to give them real help and advice 
in the matter of interior decorating. So popular 
did her wall-paper department become that she 
found little time to spend in the office, so it was de- 
cided to add china and glass ware to the stock in 
the side room and let her devote her entire time 
to selling. Long display tables and low open shelves 














LANDRETH'’S 





Garden and Flower Seeds, were installed in the room and the stock arranged 
‘ where it could be seen and handled. As practically 
Mixed Lawn Grass all of Miss Stuedeman’s customers are women, it 


has been found profitable to occasionally move into 


Now is the time t lac Garden, Flower ar - 
Y eteill filial heen Mii he ee, a her department an electric ironer, a washing ma- 


Seed and Mixed Lawn Grass Seed order, if you have 


not done so for this Winter and Spring shipment. chine or some other household appliance with the 
If you would like our prices, send us a list before result that the women become decidedly interested 
paying a + tg at —— — when there is no direct effort made to sell but merely 
1 Ib.. 14 Ib. and "V, ghee ss ia fens We an instructive demonstration given. Many sales 
would also like to quote you on Mixed Lawn Grass. can be traced directly to this publicity. 
Please give us the opportunity. It was unfortunate that the barber did not move 
1925 CROP until the best of the wall-paper season had passed, 
i ih il tll P but at that, with a stock averaging about eight 
uyin i " ° 
list of your wants that we mer ool aie oT ter Gantetes hundred dollars, sales ran to nearly thirty-two hun- 
Soe Set ae eee Yam Ot dred in less than ten months. And starting late in 
the proper time. ‘ . ° 
We are the oldest Seed July with another eight hundred invested in glass 
seep wrap thy _ and chinaware, sales have mounted since then to 
Seed business. Had we twenty-five hundred. With that record in the first 
not given good seeds, sat- 
isfactory attention to busi- year, Mr. Godskesen has already ceased to regret 
ee, oa eee the migration of the barbers. 


long. 





Business Established 1784 





Life’s funny, isn’t it? Ever notice how peo- 
D. Landreth ple congregate around the back door of the 
Seed Co. street car? There’s lots of room up front and 





Bri P sometimes seats—yet there they stand blocking 
SRane, Gor Cra ristol, Pa. everybody else.—Robinson’s Crusoe. 
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Hardware Dresses 


66 HERE is no reason why the wives and daugh- 
ters of hardware merchants should lack for 
stylish clothes,” declares Ben Brown of Charles 

Brown & Sons, 871-3 Market Street, San Francisco, 

Cal., whose firm some time ago put a wax model in 

its window dressed from head to foot in hardware 

taken from stock. 

“Any woman with a little ingenuity could make her- 
self any number of stylish gowns in a hardware store 
if she wanted to,” Brown maintains. “The model that 
we put in our window was trimmed entirely by men, 
so from the photograph you can see how easy it is.” 

The lady’s hat is made of steel wool and a lamp 
shade. Her necklace is made of small spinners from 
the fishing tackle department. Her fur piece is' of 
the richest quality cotton mops tipped with bottle 
brushes. Her hand bag is a lamp shade. The top 
part of her dress is made of chain mesh and coin mats. 
Her belt buckle is made of a pair of hinges. The 
inner part of her skirt is rubber matting, and the 
outside is wire screen cloth trimmed with steel wool. 
The screen cloth is decorated with coil chain, draw 
pulls and other items. The bottom of her dress is 
trimmed with large spinners. How do you like her? 

Put her in your window and get a crowd. 
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UNIVERSAL TEAM HARNESS 


For the Hardware Trade 





MID-WEST UNIVERSAL TEAM HARNESS 


Especially designed for Iowa, Wisconsin and Kansas 
Made from Oak Harness Leather 


$44.75 Per Set 


14%” Standard Breast and Choke 
Straps 


Standard Harness Leather Back 
Pads 


1” x 20’ Standard Lines 
Extra Heavy Breeching Priced Less Collars. 
Standardization is the goal of every industry in the country, and 


%” Ring Crown Bridle 
1%” x 6’ Heavy Trace 
1%” Standard Turnbacks 


as applied to harness manufacture by this company will save 
dealers and consumers thousands of dollars. 

The Campbell Universal Team Harness while suitable for general 
trade and team work is made with slight changes to suit certain 


localities and traditions, using our standardized parts in its con- 
struction thereby lowering prices to Dealer and Consumer. 


The Perkins-Campbell Co. 
622 Broadway Cincinnati, Ohio 
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, i associate the name “‘Acme”’jwith real, 
**honest-to-goodness”’ hand plant- 
ers for corn and potatoes. 


They Sellt— 
They Satisfy 


The ‘“‘Acme”’ line has always 
been a quality linethrough 
and through, but big de- 
mand and large produc- 
tion keep the price in 
line with any worthy / 


















Sold 
to 
Mail Order 
Houses 















We have never low- 
ered our standard 
nor betrayed dealer and 
jobber confidence by sell- 
ing to general mail order 
houses. The farmer must 
buy ‘‘Acme”’ tools from es- 
tablished dealers and the 
dealer has the advantage of 
buying a complete, established 
line, from one house—‘‘Acme’”’ 
jobbers everywhere. 


Dealer Helps 


Our National farm paper advertising and effective 
literature up hold ‘ ‘Acme”’ prestige and create busi- 
ness for ‘‘Acme’”’ dealers. Write for catalog, prices, 
and name of nearest jobber 


Potato Implement Company 
Dept.11 TRAVERSE CITY, MICH. 
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ELECTRIC 
WASHER 











q, 





6 BIG SELLING POINTS! 


And every one an outstanding feature of its 
own. A rapidly selling, well constructed wash- 
ing machine, moderately priced, quiet in opera- 
tion and easy to handle. 


1. Patented centerpiece guar- 4. Portable folding exten- 
anteed not to tear or in- sion stand ; removable 
jure clothes. white cedar tub. 

2. Machine cut gears; all 5S. Wringer swings to three 
working parts enclosed. positions; reversible rolls. 

8. Metal parts hot galva- 6. Safety release; removable 
nized; rust resistant. casters. 


Mr. Dealer: We have a very unique selling and 
financing plan. Consult us now. Write today. 


KNOLL MANUFACTURING’ CO. 
Established 1886 Reading, Pa. 
Washes a tubful in 4 to 8 minutes. 



































Every home needs a 
Sterbon Star round knife 
sharpener—place one of 
these handsome eye-catch- 
ing displays on your 
counter and you will sell 
a dozen in quick time. 
Order through your job- 
ber. 


Reputation Recommends 
Any Cleveland Stone 
Company Product 


So many years have passed since men first learned the 
dependable usefulness of grinding products bearing the 
name of The Cleveland Stone Company it is no wonder 
at all today that a knife sharpener for the home is 
readily sold because of the name it bears. 


Naturally, the good name they bear is not the only recom- 
mendation for Sterbon Star round knife sharpeners. 
The artificial abrasive division of The Cleveland Stone 
Company is equipped to produce a superior household 
sharpening stone. It has done this and the trade has 
accepted the comparatively new product of an old line 
in full faith of its salability. Your customers will buy 
the Sterbon Star knife sharpener from its attractive dis- 
play easel. 


Harvest King 


Frame of meavy, angle steel 
14%” x 1%” » strongl 
braced and is Seal with 
our standard high 

lected “Cleveland” Grind. 
stone. Shipped folded com- 
plete, stone crated separately 
to save freight. 





Sterling 


Substantial, light running. 
Mounted with a “Cleveland” 
Grindstone, genuine Berea or 
Lake Huron grit, which we 
alone manufacture, 19 to 22 
inches in diameter, 144” to 
2%” thick. Frame can be 
set up in a jiffy—merely by 
manipulating one bolt. 
Shipped knocked down and 
crated. 





The Cleveland Stone Company 
Abrasive Division 
Factory: Tiffin, O. Office: Cleveland, O. 


BRANCHES 


NEW YORK BOSTON CHICAGO 
283 Front Street Winter Hill Station 30 N. Clinton Street 
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2 No More 
Hatching 
Guesswork 


/ Now you can sell an incubator and assure your 
lah customer that every hatchable egg will hatch. The 
» new copyrighted 


QUEEN CHICK-CHART 
FREE with every Queen Incubator 


is a remarkable development in the incu- Chart—one of which is supplied free to 
bator industry. It is revolutionizing every purchaser of a Queen Incubator— 
the merchandising of incubators, as it we have practically taken the guesswork 
puts the responsibility for hatching en- out of hatching. If the user follows its 
tirely upon the manufacturer and the plain and simple directions, we can 
user. practically guarantee every Queen In- 
By the use of the new Queen Chick- cubator to hatch : 


Full Hatches of Strong, Healthy Chicks 


Don’t let your customers waste time and into early broilers and laying pullets. 
eggs on cheap incubators. Sell them Sell an incubator it’s safe to sell. Ask 
Queens and they will be certain of big us how we help you make your poultry 
hatches of chicks that live and grow supply department profitable. 


QUEEN INCUBATOR COMPANY 
1124 North 14th Street Lincoln, Nebraska 


. ‘WIRFS PATENTED 
P NES Nad N SN 


INSULATED — CUSHION — FLEXIBLE 


WEATHERSTRIP 


fa! ~Put a Reel on Your Counter 


Many hardware dealers are learning what a really big business they can do on Home Comfort 
Weatherstrip by displaying a reel of it in the stand on their counters. And it’s business they 
like because the margin of profit is large. A 500 foot reel costs you only 4c per foot (2 or 
more 500 foot reels, 44%c per foot) and retails for 10c a foot. Home Comfort Weatherstrip 
comes in one continuous length. No loss in left over ends. No lost stock as it is moth and 
vermin proof. Contains no metal or wood, therefore cannot split or rust. 





















Customers don’t hesitate to buy because it is so easy to apply, simply tack on—turn the 
corners. The only tool needed is a tack-hammer. No mitering or sawing. No taking down 
of windows or doors. 


This handsome displa When in place the Home Comfort Weatherstrip forms a weathertight insulation for doors and 
— jg Bn windows. Is flexible, adjusting itself to wavy surfaces. Is non-conductive of heat or cold. 
more $00 foot reels of | The cushion effect absorbs the noise of rattling windows and slammed doors. It is water-proof 


Home Comfort Weather. and vermin-proof. Will last for years. 
strip. ; 
Send in your order for one or more 500 foot reels to-day and get the 


weatherstrip business in your town. When check accompanies order we 
me pre-pay shipping charges. 


E. J. WIRFS ORGANIZATION 


Pat. Jar. 22, 1924. Accept no in- 128 South 17th St. St. Louis, Mo. 


fringement or imitation! 
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A Complete Line 


The BATHWHITE line of fixtures is 
complete—all practical items for bath- 
room use to match the permanent 
fixtures perfectly. 


All BATHWHITE products are triple 
coated, spotless white. The enamel 
is the best that can be applied and 
wears indefinitely. These features and 
moderate price insure quick turnover. 


It’s a profitable line to carry. Makes 
money for you and friends for the 
store. Each item individually wrapped 
—saves time and trouble. Every 
BATHWHITE fixture guaranteed. 


Write today for information on attrac- 
tive display board, free with special 
order. Let us send you catalog and 
prices. 


January 22, 1925 


ATHWHITE FIXTURES 


A 2502 


E. H. TITCHENER & CO. 
Dept. No. 4 
Binghamton, N. Y. 


New York City Office, 74 Murray St. 
Chicago Office, 34 North Clinton &t, 




















Brings Boat Owners 
to Your Store 


We guarantee every can of 
Jeffery’s No. 7 Marine Glue to 
stop all kinds of leaks and make 
any boat perfectly watertight 
and leakproof. 


Equally adaptable for wood 
boats or steel—from a canoe to 


JEFFERY’S 


Our 
Waterproof Marine Glue 


is a big seller wherever boats are used—lakes or sea- 
shore. 


It is Nationally advertised and our famous slogan, 
“Does your boat leak?” has brought responses from all 
parts of the world. 

We furnish dealers and marine supply stores with 
Booklets bearing their name and address that tell all 
about this glue and bring boat owners to your store. We 
refer all inquiries to the nearest dealer. Write for 
discounts. 


L. W. FERDINAND & CO. 
150 Kneeland St. Boston, Mass. 





PERFECTION at last 


in HOSE NOZZLES 


GUARANTEED 


made of heavy wrought brass 
throughout, rugged, durable, this 
New Sherman Diamond Nozzle 
is free from sand holes or flaws 
and bears our unqualified guar- 
antee for good workmanship 
and material. 

H. B. Sherman Mfg. Co. 
Battle Creek, 
Mich. 

















e _ _ SHERMAN 
DIAMOND 


It will throw more water far- 
ther. Each nozzle tested 
under water pressure. Even 
spray. Straight stream and 
tight shut-off. 


Your Jobber can furnish Sher- 
man “Diamond” in display 
cartons. for counter. 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 


Th 
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UR prices are not 

fictitious. They are 
based on actualcosts. As 
we were the originators 
and ploneer manufac- 
turers of Tubular and 
Clinch. Rivets it is not 
too much to claim that 
with over 50 years’ ex- 
perience these’ costs are 
at as low a level as is con- 
sistent with the high 
quality which we have 
always maintained for 
our product. 


WAKA es 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


R&S 
c(O 
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‘Make these 


Leaders 
Pay You > 


Farmers have been quick to recognize the superior- 
ity of Cyclone Farm Gates—the extra sturdiness, 
durability, advanced construction, greater utility. 
Cyclone Tilting Farm Gate is a big, new develop- 
ment. A combination tilting and lifting gate. Can 
be used in 4 different positions—tilted, raised, 
tilted and raised, closed. Entire gate may be 
raised 12 in. to swing clear of snow and ice. Easy 
to raise. Cyclone Style ‘‘A’’ Farm Gate is a coun- 
try wide favorite with farmers. 

Feature these Cyclone Farm Gates with the com- 
plete line of Cyclone Products. They are business 
builders, profit makers. Write nearest office. 


CYCLONE FENCE COMPANY 


Factories and Offices: 
Waukegan, Il. Cleveland, O. 
Newark, N. J. Fort Worth, Tex. 

Western Distributors: 
Standard Fence Co., Oakland, Calif. 
Northwest Fenee & Wire Works, Portland, Ore. 
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Frames extra heavy steel tubing. 
Built in 48 and 54 in. heights 
for openings 8 to 16 ft. Fabrie 
securely woven into frame work. 
Cannot sag. 
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Sie : — ‘SS . 1 
Tilting SS] 


Farm Gate Frame, heavy steel tubing. Au- s 
tomatic fork latch. Finished all galvan- 
ized or with frames painted red. Furn- 
ished complete with latch and hinges 
for wood or steel posts 50 and 55 inch 
heights. 10 to 16 ft. openings. 


The Mark of 
Quality 
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“You would be surprised to find out how many homes are ss = - 
without CLOTHES WRINGERS!” eu eanTEE | |F 
The above remark is made to us often by S| Be 





House to House Canvassers. 


YOU can profit if you will display Anchor 
Brand Wringers and suggest the purchase of one 
to each customer. 


Every household needs and should have one 


or more Wringers. 
ANCHOR BRAND Clothes Wringers 


| 
Stock and Display rk i | \ 
. 1 ‘ie 
: A} TRADE! | MARK 
; ; : ! I 
Largest Manufacturers of Clothes Wringers in the World 














Lovell Manufacturing Co., ERIE, PA 

















| Protection ana Economy: 


‘The’ New Way” 


Lumber Crayon 
Paper- wrapped 
al! ie BY ney Yrevent 

Break 


Sell Them 
by the Set 




















Sample sent 
>= does atele OV request for the 
i rent al nominal sum of 15: 
Pe (cd Style ' a= J Inches 
3 of Crayon 


(ood to the Last Inch 


















No. a Blue 
No. 1252- Black ’ 
No. 1254- Yellow Q& 

No. 1261- Red SS 






Sets of 8, 11, 17 bite are fur- 
nished on compact cases for 
the convenience of the user. 











It isn’t haré. Every methente aests the entice ot tm bie eek, ene © 
resolves itself to a quutien of selling him once seventeen times. | 
out the value of the case, its uso in beopitg the bite im order end neat 
hand, preventing loss, ete. Try it. 

Ee ee On am Wie Ret oe Os Gn. & a center or & 
level to guide them. They cut from the outer rim. The entive custeso 18 
at week all the time: ne Saased ends: every part of the werk is emesth ond 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 


Let us send you catslogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 


TORRINGTON, CONN., U. S. A. 


J eel, your Pencil and SAVE thePoin t. 


Y Blaisdel] »xcx,comusx 


The Baby Chick Season 


Will soon be here, and “Moe’s” Round Chick Feeders will 
be in great demand. Eight hole feeders retail at 15c, 
Twelve hole at 25c. A new porcelain enameled twelve 
hole feeder at 75c. They are great sellers. 




















Write for Catalog of Moe's Big 
Line of Poultry Equipment. 


HOEFT & COMPANY, Inc. 


405 N. ASHLAND AVE. CHICAGO, ILL. 





Famous Star Fount 
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Tips For Hardwood and Marble Floors 


Stetson’s Combination Cushion Chair Tips are made from 
selected sole leather. The chair is able to move about freely with- 
out noise or scratching the floor. The felt washer acts as a 
cushion. This line is only one of our big sellers. Write for 
catalog. 








Elastic Tip Co. 370 Atlantic Ave., Boston, Mass. 
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SWEDISH TOOLS 


Are Noted for Their Durability 


Made from Swedish tool steel—the very best 


CCC 


\ 


) 


00.00 


FULLY GUARANTEED 


) ) 


}})) 













\ 
} 
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SWEDISH PANSAR FILES i ee 
Circular Cut—Flexible-Tanged PROTECTION i 


Half-Round—Bastard—Smooth 





That’s what customers get with the 
Ilco Dead Bolt Night Latch. One 
turn of the key backwards in this 
latch locks both bolt and inside 


ESKILSTUNA CHISELS — gg —— there is no .* 
ing back the bolt or opening the 





~ - 










Made in the following styles: Butt Beveled Edge, ; . 

Regular Beveled Edge, Socket Chisels. Also Pliers, = y sag wanomage 4 > ahaa Big 
_ all styles, Cutlery, may ne F —"* es Sy a 

Scythes, Plane Irons, Axes, Hoes, Shoemaker’s Tools, ! k 000 styl PF 

Sievert Blow Torches, Barking Spuds, Anvils, Cabinet Key "Blanke. * Write / Sot - 

Scrapers. and Prices. 


Order from your jobber to-day, or write. 


WESTERN IMPORTING COMPANY i) INDEPENDENTIOCKCO.® 




















116 Broad St., N. Y. Leominster Mass., U.S. A. 
509 E. Hennepin Ave. Coristine Bldg. Manufacturers of Mander Looks, Padlocks, and 
Minneapolis, Minn. Montreal, Can. ey Bianks. 
. 








| Fancy Display Cartons at the Price of Plain Boxes 


: we Tacks Well Displayed Are Half-Sold “ ah pe 
| Reduce Your Assortment 50% | 





Ask for them—Insist on getting them 
from your Jobber 


lf your Jobber does not have them—write us 


The Holland Mfg. Co. and mention the name of your Jobber. The Shelton Tack Co. 
Shelton, Conn. 


Baltimore, Md. 
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Sell More 





Keller Shelving in Payne-Cummings Hardware Oo., North Adams, Mass. 


of the merchandise that is often needed, seldom 
asked for but easily sold when seen on Heller 
Cabinets. 


Let us show you how to increase your sales 
without increasing your stock. 


Write for Reference Book No. 26-A TODAY. 


W. C. HELLER & CO. 


Main Office and Factory: 


700 Wabash Ave. 
Montpelier, Ohio 


Eastern Display Room: 
20 Vesey St. 
New York City 


CARY’S 
Universal 
BoxStrapping 


Made of soft steel through 
which nails can be driven 
easily. Put up in coils of 
300 feet and packed 20 coils 
in a case. Every coil is 
equipped with our patent 
metal hanger which makes 
it a complete reel. 


CARY’S 
Saw Edge Joint Fasteners 


Cary’s Continuous Cutting Edge Saw 
Tooth Fasteners are made of the best 
quality Cold Rolled Strip Steel, insurin 
a perfect fastener that will ‘not ben 
while driving. You will not find frac- 
tures between the corrugations. Special 
effort is made to have the corrugations 
uniform A that they have equal draw- 
ing. strengt 

hese —_— are the only fasteners 
manufactured with a continuous cutting 
edge, the patents, process and machines being owned by ourselves. 
Made in various widths and corrugations, also in coils wound 
right and left. 


Also Manufacturers of Steel Mats 


CARY MANUFACTURING CO. 


Manhattan Bridge Plaza Brooklyn, N. Y. 
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JUST A GLANCE IN PASSING SELLS IT! 


Rock Island Radiovise 


Finished in a bright red color to help you sell them. 

On display in the showcase or window, the “RADIO- 
VISE” acts as a constant reminder and attracts twice as 
much attention as a vise of ordinary color. It has the 
“power of appeal.” 





Swivel Base 


eintiats Appeals to the 
customer's eye 
Tool Steel as well as his 
Jaw Faces pocketbook. 
Jaw Width 3%” 
Write for price. Opens 4” 





ROCK ISLAND MFG. CO. ROCK ISLAND, ILLINOIS 





UNIVERSAL crimp 


Adjustable. Two sizes will clamp any pF of ang 
diameter. Made from _— rolled steel out of wire. 
No rough edges to cut h Put on in y+ tham « 
minute. pane ee ew ee Pf y * 4. Universa) 
Hose Clamps. Trademark on every elamp and ear- 
Get them from your jobber—or write as. 


UNIVERSAL INDUSTRIAL CORP. 
Hackensack, N. J. 














Meet every ‘‘call’’ 


' Taste in percolators varies—but the 

Rome complete line meets them all. 

And meeting the ‘‘call’’ means profir- 

i able turnover. 

b Write— SALON 

‘ ROME MFG. CO. Neer 
&) Factories and Offices, Rome, N. Y. . 








SAMPLE 
FREE 








Q. Lindemann & Co. 


Manufacturers of 


BIRD | Sein 
CAGES |; 


atte Established 1863 
35-37 Wooster Street New York 


















Millions of Advertisements Yearly 


on Lorain Oil Burner Cook Stoves are increasing the demand every- 
where. Consider the reputation of the maker. Consider the number 
of actual sales made by tens of thousands of satisfied users. Go out 
and learn how supremely good the 1925 Lorain Burner really is. 
And make your own estimate of the profit you can earn by selling 
Oi; Gook Stoves equipped with the Lorain High Speed Burner. 


AMERICAN STOVE COMPANY, St. Louis, Mo. 

















Tested and Approved 


The Hill Champion Clothes Dryer has 
been tested and approved by Good House- 
keeping Institute and Priscilla Proving 
Plant. Advertised nationally. 


HILL CLOTHES DRYER CO. 
39 CENTRAL ST., Worcester, Mass. 
Distributors Metropolitan District 


Herman Kornhrens, Inc. 
111 Murray St., New York City 























January 22, 1925 





HARDWARE AGE 











MACHINE 
SCREWS 





WOOD 





SPECIAL 
RIVETS 


SCREWS 















Pos SCREWS © UPSET WORK 

IRON. BRASS ” Y 
Ch poms Co = 
D 


VVPPREVEDD DDD Mee Be 

















Continenta 






Ilokarhtrl=S 
(Reg. U. 8. Patent Office) 


WOOD SCREW CO. 
New Bedford, Mass. 











Fifth and Last Point 
ef the Clemson Star 


LA 


SU 


CLEMSON HEAT TREATMENT 


Star Hack Saw Blades are heat 
treated in electric furnaces which 
are equipped with automatic elec- 
tric control. Star Blades are abso- 
lutely heat treated to specifica- 
tions, thereby possessing a marvel- 
ous uniformity. 





STAR 


HACK SAWS 





Makers Since 1883 


CLEMSON BROS., INC. 


Middletown, N. Y. 


WE HAVE SOMETHING TO TELL YOU ABOUT 
HACK SAWS. WRITE FOR BOOKLET, 











Genuine Armstrong 
Stocks and Dies 


Are always in working order. They rep-. 
resent the utmost simplicity and effici- 
ency in operation. 


a oe 


All genuine Armstrong stocks and dies 
bear this trade-mark: 





Be Sure You Get the Genuine 


The Armstrong Manufacturing Co. 
Bridgeport, Conn. 
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The Standard “sy” 














This is the Bemis & Call Improved Ad- | 
justable S Wrench. Graceful in design, 
an all-around wrench, but especially 
useful in corners and confined places 
where the ordinary wrench is useless. 
Easily adjusted by thumb of hand hold- 
ing it, as nut is of sufficient diameter. 
Carefully hardened and tempered. 
Guaranteed B. & C. Quality sells it. 
Write for prices. 


BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 
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DEALERS WANTED EVERYWHERE 1... Fence, Gates 


wn Vases 
Settees 
General Iron 
and Wire Work 
CHAIN-LINK 
WIRE FENCE 


ios 

=~ 
—— 

| a) 

i=) 


i! (OATAN i 
PUL 
foaseezet AAT 
” Ask for Catalog 
THE STEWART IRON WORKS CO., Inc., 225 Stewart Block, Cincinnati, 0. 
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BROWN & SHARPE 


MACHINISTS’ TOOLS 


The first choice of skilled mechanics for three generations 
WB PROTECT THE DEALER. 


| BS BROWN & SHARPE MFG. CO. 
Providence, R. I., U. S. A. 














Plain ws — ce, in 


STRATTO 
HANDLES 


Fer Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO., Stratton, Maine 








' Magnet” H 
Robertson “Horse Shoe Magnet’ Hammers 
Permanent magnet which holds pene 
the tack in position for driv- |#& 
ing. Awarded the Silver Medal i 
(the highest offered) at 4 eet Pacific Exposition. 
Good profit. Write for price Ks 

Name and design trade ae. ‘registered U. 8S. Pat. Of. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 











QUALITY 
UNIFORMITY 


HACK “TUES NOX” saws - : 
CS Fae SERVICE FE 


DISTINCTION 


“The Toots in Lhe Plaid Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS —- SCREW ORIVERS - GLASS CUTTERS 



















BOLT 


“VICTOR” CLIPPER 





Send for Catalog 
|| ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. 

















The Sandpaper That Satisfies 


A big little trade winner for 
every hardware man. — large 
ad im last week's issue 


WAUSAU ABRASIVES co. 
1017 Harrison Boul. 














Wausau, Wis., U. S. A. 








Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 


9 Jones Street Rochester, N. Y. 


SPARGO 


BRONZE AND COPPER 


FLY SCREEN CLOTH 


Perfectly Woven, Most Durable 
Write for Prices 
- 


o Wire Co., Rome, N. Y. 



























Welding Compound is best by every 


test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 


AntTi-Borax Compounp Co. 
Fort Wayne, Ind. 





OAT. MAY 27.1908 








CRECOITE 


Tools You Can Sell 
With Confidence 
Write for Catalog H 


Marion Tool Works, Inc. 
Marion, Indiana 






No. 112 
Camp Are 








CWILEIAMS AM 
CHAIN PIPE VISE 
DROP-FORGED, COMPACT, RAPID, 
POSITIVE 
J. H. WILLIAMS & CO. 


“The Drop-Forging People” 
New York BUFFALO Chicago 

















OTHE UU Ae A PIT Panggny TT? 


PADLOCKS. 


FOR EVERY CONCEIVABLE PURPOSE 


Lem 


fT 


hur f- Soo. 


3" 


| i il 


sta): 
RAYS 








Makers of Every 
Kind of Screw, 


Nut and_ Bolt. 


The Corbin Screw Corporation 


The American Hardware Corporation, Successor 


229 High Street New Britain, Conn. 


Western Factory: Dayton, Ohio 








58 YEARS AGO 


"thee Today. 
PRIEST’S CLIPPERS 


need no introduction. 
They sell on their cutting 
quality. 


American Shearer Mfg. Company 











Nashua, N. H. 





THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 
Plant 
1000 MILITARY RD.., BUFFALO, N. Y. 
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Revolving 


Cabinets 


Just what every dealer in 
Hardware, Auto Supplies 
and Garage should have. 
Prevents mixing of bolts 
or screws. Occupies but a 
small space and capacity 
very large. Made in many 
sizes. Catalog and price list 
on application. 


Manufactured by 


American Bolt & 
Screw Case Co. 
Dayton, Ohio 
Sold by all Jobbers 








SAMSON CORDAGE WORKS 
Boston, Mass. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord, Awning Line, 
Dumb-Waiter Rope, Etc. Send for Catalogue and Samples. 


BRAIDED CORDS and COTTON TWINES 











UPERIO 





Hex Mesh 
POULTRY NETTING 


G. F. Wright Steel & Wire Co. 
WORCESTER, MASS. 


Ensign Bickford is the ORIGINAL 
safety fuse—tested and tried by 
time and experience. 
We manufacture various 
brands of fuse, among 
which you should find 
one adaptable for your 
work. 


SAFETY 
FUSE 





The Ensign-Bickford Co., Simsbury, Conn., U. S. A. 











Don’t Overlook 
the Fact 


| een a i That We Make 
. LOWELL 
CLOTHES LINE 
REELS 


with po finishes. Green enamel, well known, and white enamel, 
with solid brass trimmings heavily nickel plated. This white reel 
makes a pleasing and useful household necessity, particularly 
Now being nationally adver- 







adapted to white finished rooms. 
tised. Write us for prices. 

HOGE MFG. CO., Inc. 
215 Fulton St. New York, N. Y. 

















Portland, Seattle 
National, U. S., ao 


American Steel & Wi 
Chicago, New York, Bosten 
Denver, Birmingham, Dallas 
U. 8. Steel Products Ca. 
San Francisco, Los Angeles, 
BARBED: Ellwood Glidden, Am. Glidden, 

Waukegan, Baker Perfect, Ellwood Junior, Lyman 
NAILS, SPIKES Nhe "TACKS, Hot Galv’d Nails 
ZINC INSULATED 
BANNER . (former! pores) STEEL POSTS 
CONCRE EINFOR CEMENT 
BALE TI IES: ‘Old relieble brands 
TELEPHONE WIRE 
WIRE for lt purpose 

Quick Delivery. Write us for selling plans. 


Am. Special, 


ENCES: American, Royal, Anthony, 













EP TADD TIRE 
TADDERS 
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HW 





























































=e JADDE iZE 
= pe METHODS 
7 510 provide adequate storage facilities for 





shelf ade make it accessible and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE STORE 

Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and 

‘efficiency One style only—neat of = 














attractively ae a 


easily i 











Ts 


Xx q(! ick 1 


wh 


wl i il 


Write for complete price list, 
discount sheet, display ecards. 


Nitin IC JOLS 
Ice Tools and other equipment 
for every ice handling purpose. 

A large stock always on hand 
to promptly meet your re 
quirements. 

GIFFORD-WOOD CoO. 
Main Office = Works: f Hill &. 
NewYork Sutenttienen Pittsburgh 


na 


i | 
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INDEX TO ADVERTISERS 








THE ADVERTISERS’ INDEX is published as a convenience and not as a Dart of the advertising contract. very care will be taken to index correstiy. 
Ne sllowanee will be made for errors or failure to insert. 
A G ee, a dee be beeswaeieae e 111 
Potate Implement Co...............2005- 99 
Ace Hardware Mfg. Corp...... 91 I Oe ca Pee ceusiate 109 oe 104 
Acme White Lead & Color Wks.......... 22-23 Ee on, as cevh etwas tennke 10 Pywem Gales WEvastOR. .....ccccccsccccsess 3 
ns A ee eee bens we eee ee 6 eae lil ee ee ee ec cccwcccnececes 24 
American Bolt & Screw Case Co.......... 109 ES Woes aeaes ths sectwodeckeses 95 
American Can Co............ en eee 113 O 
American Pad & Textile Co.......... 79 
American Saw & Mfg. Co......... 108 H eg TE TE eee 101 
American Screw Co..................... 12 
American Shearer Mfg. Co............ 108 ee ee 106 
American Steel & Wire Co............... 109 Ma 4Chethes Dryer Co.......cccccccccess 106 
American Gtove Co..............---..---- 806 TS __ SRSSRE EES Raemre prea nee me 104 R 
American Wire Fabrics Corp............. 37 
Anti-Borax Compound Co... 0 | mamas: Oo... -ss cc ae | ee Rete m........-- . 
Armstrong Mfg. Co...................... 107 Hiysrade Lamp Co...................0ce. 25 Reliable Stove CO... eee eee eee e ence eens 
Atkins & Co., E. C... 5 Richards-Wilcox Mfg. Co................. 81 
OI Mcis beaweks 46606 6e6e00 0% 113 
EE 108 
I SS 108 
B Rock Island Mfg. Co...................-. 106 
Independent Lock Co...................0- 105 NG 106 
Babcock Co., The W. W.................. 96 Indiana Steel & Wire Co................. 40 Russell & Erwin Mfg. Co................. 16 
Bemis & Call Co............. . 107 
ee 104 
KR 32 
Brown & Sharpe Mfg. Co................ 108 J a 
EE OU. Svienthoecscesecdeecews 32 ; 
Burnley Battery & Mfg. Co.. . 111 Jennings Mfg. Co., Russell............... it Samson Cordage Works.................. 109 
CE Mis Cs de ae Ck VOebanaeGes’s 14 
i te tC ken eedéceneeeesecees 29 
e K ge ES Cee Te 89 
EG, GE Els bs ce cc ec cccsseves 102 
Caldwell Mfg. Co... 208 ey: Gi EE, ob, cco wes be ccne cde 116 ST a 113 
Carey Co.. The Phillp.................. 4414 ET Ce iccocttixctuveebusecke 100 Simonsen Iron Wks.............cccccceee 113 
Cary Mfg. Co.................. 106 eS EE “Sires ck ccc vcussecscbues 115 
Century Electric Co.......... 29 Spargo Wire Co.......... occa eseeseerees 108 
Challenge Cutlery Co............ 89 L Standard Crayon Mfg. Co................ 113 
Chatillon & Sons, John............ 93 Sterling Grinding Wheel Co.............. 100 
Chicago Solder Co....... 106 Lamson & Goodnow Mfg. Co............. 91 a BO er 108 
Clemson Bres. Enec...... 107 Landreth Seed Co., D..................... 98 I Rd in cbc nsessssdeccdes . 108 
Reient Sie Co __- 100 Lindemann & Co., O...............00005. 106 Superior Tack & Nail Co................. 105 
Climax Cleaner Mfg. Co. 35 Lovell Mfg. Co.. ve eeees MbCCCOEN ONGC Ce NSE 104 Syracuse Stamping Co., The........... ~ 
Maino... 36 Ludlow-Saylor Wire Co................... 36 
Continental Wood Screw Co... 107 , 
Corbin Screw Corp.......... 108 
Crosley Radio Corp............ 20 M t 
Cyclone Fence Co............ 103 McKinney Mfg. Co 42 Thomson Mfg. Co., Judson L............. 113 
Marion Tool ~* “SRR oro 108 Titchener & Co., E. H................... 102 
Mechanics & Metals Naticnal Bank....... 98 Todd Protectograph Co., Inc.............. 38 
D I 27 Deemer Bnmet Gein Do Bees cccccseccevce. 113 
Miller Bros. ee i cs. we whedbeeie 86 ee ee ea geeeeeaeaa 113 
Dayton Fan & Motor Co..... 33 BOlMers Walle Co............... . ec cccccee. 30 Tubular Rivet & Stud Co................. 103 
a 8-9 Myers & Brother Co.. F. E.... 34, 109 Turner, Day & Woolworth Handle Co... 97 
Diener Mfg. Co., Geo. W...... 111 
I I 18 
Dietzgen Co., Eugene........ lll 
Disston & Sons, Henry.............. 83 N U 
8 : ang —" Se at MTT SE GY GA. sc k kw eaedeu cower 4, 39 U. 8S. Chain & Forging Co............... 31 
e 2 Tecra eke National Enameling & Stamping Co...... 1 eg, He I, sd cone ceccesassees 113 
gk EP ee eee 86 eS lk reer 33 
New York Wire Cloth Co................. 15 RS a en re ee 32 
E Nn... ids sc ahteiewneamous 11 Universal Industrial Corp................ 106 
Economy Mfg. Co........... 113 
Cg ES, en NR in 105 
Energy Elevator Co..................... 113 O W 
a se ee eT es 109 
Eversharp Shear Co......... 89 Osborn Mfg. Co................. 0.00000. 7 Walden-Worcester Co., Inc............. . ill 
Eyelet Tool Co...... 113 Osborne & Co., C. S.. 111 © Be Ein ov oc kc ccd ctean 108 
Western Importing Co.................... 105 
Westinghouse Lamp Co................... 19 
F Pp Ee eee 17 
Wickwire Spencer Steel Corp......... 37 
Ferdinand & Co., L. W...... ee a ae 102 ee Ge Ms NS Wa. os ko ob Whinlee bebe . 85 Ce eee eee 108 
Fowler & Union Horsenail Co.. 108 Peck, Stow & Wilcox Co................. 13 Se ec ood wks Node oe «s 101 
Fraim-Slaymaker Hdwe. Co.............. 108 Penn. & Atlantic Seaboard Hdw. Ass’n... 6 SS a a ee 86 
ig i i oS 2 RE 99 Wright Steel & Wire Co.. G. F........... 109 
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Osborne High Grade Punches 








Heavy Duty Socket Wrenches 








Offset Type 


Spring Punches Revolving Punches | = 9 —_ 





‘sa el E18) 91 a oe ed ot eee 








A varied and attractive line for the Hardware Trade, Also: Leather Extra strong construction with 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior heat treated extra depth sockets— 
quality. ea , 
The above tools will please your customers as well as our famous Round Plain lacquer finish— -si i 
and Oval Punches. q sh—twenty-six standard sizes. 
Remember we have had 98 years of successful manufacturing experienee, Ask for Catalog No. 500. 


employ only skilled workmen and use the finest quality of materials in 
making our produ 


We stand back of every tool we make. Try us. Write for Catalog 
nd Prices. 


WALDEN -WORCESTER 


INCORPORATED 
WORCESTER, MASS. 





C. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


BURNLEY 


The Soldering 





















ALLEN Safety Set Screws 


Paste that has 30% Extra Strength over broached hollow screws 

. —the only other kind made. By a patented 

D A | ~ satisfied cus- onoens o— a the ony of — steel 

: around the socket-holes, so that even the smaller 

B TRA Re AREA: tomers for over sizes will stand alk. the strain the best made 
wrench can apply. The Allen process makes 

: 23 years. deep, perfectly-formed socket-holes—no chips in 


the bottom. The entire length of the ALLEN is 
utilized either for solid metal at the point, or depth of socket 
Sample free. for the wrench. All sizes in stock from % in. to 1% in.; 
any length, point or thread. Also Socket-Head Cap 
Screws, Tap Extensions and Socket Wrench Sets. Dealers: 


BURNLEY BATTERY & MFG. Co. Write for catalogue and sales proposition. 
NORTH EAST, PENN. The ALLEN MFG. CO. HARTFORD, CONN. 


DIETZGEN 


|| Drawing Instruments 
and Materials 


are broadly used by your 
trade. A quick selling line with 
good profit at a small invest- 
ment. 





























The _ illustration 

shows an End 

Cutter — one of 

the several 

highly efficient , 

models of the Mi , 
famous PORTER 

Hine. All leading 

jobbers carry 

them. 





Drawing Tables, 
Boards, Scales, 


T Squares, Tr FujGENEDIETZGENCO. 


angles, Curves 
I - Chicago New York San Francisco New Orleans 
nstruments, etc. Pittsburch Philadelphia Washington 


Catalog on request 














| Bxeye) for eats full avaeeale 


Russell Jennings 


} ] 
stam} ed on tne round of Our°r 


Auger Bits 


ae Bos | 
[he original doubie twist auger bit, patented DY 


Mr. Russell iT nnings in 185) 


Russell Jennings Mfg. Co. 
Chester, Conn. 
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An Effective Low-Cost Contact with Hardware Man- Each additional word......---...se.seeeeeeeeeeeeeees 

afacturers, Manufacturers’ Agents, Jobbers, Jobbers’ All Farge Berge words 

Salesmen, Retailers and Retail Salesmen. Pe Sav anccexeiicseceresdusclidiaetce 
No illustrations accepted for these pages. Each additional inch eee eee eee eee eee eeeeeeeeeeeeeeeees 


4 insertions, 10% off; 8 insertions 15% off 


Allow seven words for Keyed Boz Number Address. Remittance Must Accompany Order 











50% off the above rates for Positions Wanted Advertisements 





Business Opportunities 





. To Manufacturers of Repute. 


! Are your factories working to capacity? 
if not, here’s a proposition. 
The J. P. Super Lawn Mower—British 
Engineer Built—is the product. 
To manufacture it on a Royalty Basis, or 
purchase American patent rights, is the offer. 


}) A twentieth century job—with vast sales in 





U. K. and an equally vast market in U. 8S. A. 
Right ahead of any lawn mower in the world. 
Ball bearings and ‘‘Oil Path’’ mechanism. 
A quality product that the hardware trade 
will welcome. Mai] inquiries in the first 
instance to the Director of the British Com- 
pany: 


S. WATERHOUSE PEARSON 
5 Western Road, Leicester, England 











Paonaetl 





FOR SALE—Stock of shelf and builders’ hard- 
ware, paints, household utensils, stoves, washers, 
wheel goods and toys. Sales this year $105, 
Business established and growing, central location 
on main street in one of the best manufacturing 
cities in Michigan of over 50,000 population. 
Address Box G-436, care of Harpware AGE, 


Business Opportunities 


Help Wanted 








HARDWARE, PAINT AND HOUSEWARES 
store for sale in one of the fastest growing towns 
in Central New Jersey; 6,500 inhabitants, two 
stores. All new fixtures, practically no dead stock. 
One of the best buys ever offered for a man 
with limited capital. Inspection invited. Ad- 
dress H. Terhune, Highland Park, New Bruns- 
wick, N. J. 





FOR SALE: Well established general store 
$8,000 stock, consisting of dry goods, shoes, 
groceries, hardware, etc. Very clean and well 
selected. Annual sales $28,000. Good building. 
Cheap rent, Large store room with 7 room flat 
above $25.00 per month. Garage in rear. Valu- 
able sales agencies for electrical appliances and 
Chevrolet autos. Electric light and gas. Situated 
on electric, B. O. and macadam roads. Business 
only limited to a man’s willingness to work. 
H. W. Dyke, Callery, Pa. 





FOR SALE: HARDWARE STORE in New 
York City, established 46 years. Rent including 
three floors $108.30 for month. Price $10,000 
cash. We have made money and wish to retire. 
Address Box G-456, care of Harpware Ace, 
New York. 





Hardware Salesman 


Experienced man with car to call on retail 
hardware stores in Chicago, and vicinity. 
Give age, references and experience. Address 
Box 7095-A, care of Harpware AGE, Otis q) 
Bldg., Chicago, Ill. 














Positions Wanted 








HARDWARE and CUTLERY SALESMAN ?) 


with 18 years’ experience desires to make 
connection with manufacturer. Knows all 
the hardware and sporting goods jobbers, and 

is well acquainted with the larger retail ) 
trade in all parts of the United States. 
Has had foreign experience and opened eleven 
offices abroad. American, thirty-eight years 
of age. Will go anywhere. Address Box q) 
G-455, care of Harpwarp AGE, New York. @) 











Help Wanted 





New York. 
HARDWARE BUSINESS, large, prosperous 
town 35 miles from New York, $125,000 yearly. 


Main street, state highway, trade from 3 large 
nearby towns. Act quick. No. 12044. Booklets 
other propositons mailed. BURKE STONE, Inc., 
41 E. 42nd St., New York. 





HARDWARE STORE FOR SALE in good 
section of Middle West, with climate unequalled 


in the U. S. Established about _30 years. On 
main line of Santa Fe R. R. Farming, shops, 
etc. Address Box G-430, care of ARDWARE 


Ace, New York. 


FOR SALE—HARDWARE STOCK, fixtures 
and tools, in town of 3000 population, in Central 
Michigan, near two large manufacturing cities. 
Will inventory $10,500. Good railroad facilities. 
Store has been established in same place for 
forty-five years, did $45,000 business last year. 
Satisfactory lease may be obtained on building, 
best of reasons for selling. Address Box G-450, 
care of Harpware Ace, New York. 


WARREN FIXTURES FOR SALE—Account 

of alteration we wish to dispose of three Warren 

lass front drawer cabinets and one open ad- 

cabinet in excellent condition. 

Nattan Hardware, 415 E. 
pringfield, Il. 








justable shelvin 
Address Greig-Van 
Monroe St., 


LARGE STORE TO RENT in Binghamton, 
New York. 40x 120. Best retail section. Base- 
ments fitted for salesrooms. Available after Feb- 
ruary 15th. J. M. McNamara, 175 Washington 
St., Binghamton, N. Y. 


THOROUGHLY EXPERIENCED HARD. 
WARE MAN having a few thousand, wishes to 
connect with party similarly situated, or would 
invest in thriving establish business. Full 
particulars. Address Box G-457, care of Harp- 
warE Ace, New York. 

















WANTED: 


Experienced Hardware Catalogue 
Compilers 


Permanent position. State age, length of 
experience, salary exected, and give refer- 
ences. Address Box 7094-A, care of Harp- 
WARP AGE, Otis Bldg., Chicago. 














EXPERIENCED BUILDER’S HARDWARE 
MAN OR WESTERN PENNSYLVANIA 
TERRITORY HAVING A THOROUGH EX- 
PERIENCE IN SELLING TO CONTRACTORS 
N ARCHITECTS AND CAPABLE OF 


A 
E CORB LINE 
. STATE EXPERIENCE AND 
SALARY _—EXPECTED. ADDRESS BOX 
voi CARE OF HARDWARE AGE, NEW 








Let Us Help You Word 

Your “Want.” 
HARDWARE AGE | 

“DEPENDABLE WANT ADS” 

















SALESMAN WITH 15 YEARS’ EXPERI- 
ENCE in hardware, tools and cutlery desires to 
connect with a manufacturer of these lines to 
cover the Eastern Territory on salary and com- 
mission arrangement. Can furnish references, 
etc. Address Box G-447, care of HARDWARE 
Ace, New York. 


IF RUSSEL C. LANDER, formerly of 
Oshawa, Canada, will communicate with Box 
212, Oshawa, Canada, he will hear of something 
to his advantage. 


HARDWARE EXECUTIVE and catalog com- 
piler with twenty years’ experience in % =: 
pricing and compiling catalogs for large - 
ware jobber, desires position as buyer and would 
assist in compiling catalog. Thoroughly com- 
petent and active. A-1l references. Address Box 
G-438, care of Harpware Ace, New York. 


COMPETENT HARDWARE MAN, 12 years 
with shelf hardware and 8 years with builders’ 
hardware, estimating from plans and _ specifica- 
tions, desires to make a change. Thoroughly 
familiar with Y. & T. line. Builders’ hardware 
department preferable. Reference furnished as 
to character and ability. Address Box G-449, 
care of Harpware Ace, New York. 


SALESMAN WITH CAR: 5 years’ successful 
selling experience in city and on road. 26 years 
old. High school graduate and unusual refer- 
ences. Have traveled both Ohio and Indiana. 
Want a position with reliable manufacturer sell- 
ing to retailers or jobbers. Salary or salary 
and commission basis. Address Box 300, care 
- i og Ace, 538 Guardian Bldg., Cleve- 
and, io, 


SALESMAN, THOROUGHLY EXPERI- 
ENCED in hardware, tools and cutlery wishes 
a connection with a manufacturer to sell these 
lines in the eastern section of the country on 
a salary and commission basis. Best of refer- 
ences. Address Box G-446, care of HarpWare 
Ace, New York. 























Get The Fighting Spirit 


Your business paper—HARDWARE AGE—brings to 
you each week the latest selling hints. 
that “inspiration” and “determination” are just as 
essential to business success as is ability. Get in 


We realize 


the habit of reading your trade paper carefully 
from cover to cover each week; get the fighting 
spirit it instills and your books will show a better 
balance at the end of the year. 
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Sales Accounts Wanted 


Sales Accounts Wanted 





TRAVELING REPRESENTATIVE, well in- 
troduced and highly esteemed, with office in 
New York, is open for additional line of sheet 
metal products for wholesale hardware trade and 
the chain store syndicates. New York City and 
rincipal cities of middle west as far as 
St. Louis. On commission basis. Address Box 
G-453, care of Harpware Ace, New York. 





HARDWARE MEN WHO WANT experience 
that fits them to sell or improve their selling 
want Norvell’s “Forty Years of Hardware.” It 
is crammed with good selling ideas. Ask any 
five hardware men about it and then order your 
eopy ($3.00). Harnpware Acz, New York. 


WANT SEVERAL ARTICLES for hardware 
trade that can be purchased from manufacturers 
at a price permitting wholesaling of same at a 
reasonable profit and-at wholesale only. Address 
Erickson Bros., 216 Laurel Ave., Arlington, 
New York. 





Sales Representatives Wanted 








HUSTLING SALESMEN wanted to sell on 
liberal commission basis our popular line of 
labor savi i er Hoes to hardware 


agic 
trade. REICHARD MFG. CO., Bangor, Penna. 


Sales Representatives Wanted 





REPRESENTATIVES WANTED. A manu- 
facturer of high grade coaster wagons requires 
representation in several states. Exclusive terri- 
tory available to big producers. Salesmen cov- 
ering territory in a car handling one or two 
other lines for the hardware trade preferred. 
In your first letter give age, experience and 
— Address P. O. Box No. 321, Salem, 

0. 








TRAVELING MEN WANTED who can en- 
joy and increase their sales from Saunders Nor- 


vell’s ‘“‘Forty Years Hardware.” It is 
crammed with sales inspiration, background and 
ideas. $3.00 a copy. Order your copy now 


from Harpware Aces, New York. 











SIDE LINES FOR SALESMEN 


Many good salesmen are looking for profitable “Side Lines” 
to handle. 
What have you to offer? 


Give details—insert vour ad in the “Classified 
Opportunities Section” of this paper and you'll be reasonably sure to find a 
reliable salesman to represent you. 














The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 
J. R. Torrey Razor Co., Worcester, Mass. 











“They Have a 
Bull Dog-Grip” 


Manufactured by 
WU. S. Clethes Pin Ce., Montpelier, Vt. 
Sales Dept. 
1015 Unien Bank Bidg., Pittsburgh, Pa. 











Economy 
Hose Attachments 


Fer connecting hose to smooth 
faucets. Slips en and off easily. 


* Economy Mfg. Co. 
5350 Germantown Ave. 
Philadelphia, Pa. 











American Can 


} BLACK IRON GALVANIZEO 5 cd 






American Can Company 








SILVER LAKE 


SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonville, Mass. 











Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 
Syracuse Stamping 
o 


Oil, 














Easily first in the manufacture of 
effective 


Tools for Stone-Working 


Send for our Catalogue—FREE 
TROW & HOLDEN CO. 


Barre Vermont 
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Syracuse, N ew York 
AXES 


<s SCYTHES 


Scythes since 1812, Axes since 1800 


RIXFORD MFc. Co. 


East Highgate, Vt. 













So-Boss Cow Hobble 
and Tail Holder 


Sold by Jobbers 


Simonsen Iron Works 
Sioux Rapids lowa 

















J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


—RIVETS = 





ELEVATORS 
DUMBWAITERS 


Write for our catalog 
Energy Elevater Co. 
211 New St. Philadelphia 








CARPENTER’S 
—CHALK— 
STANDARD CRAYON CO. 


Danvers, Mass. 








EYELET TOOL CO. 


Manufacturers of Punches and Sets (Hand 
Drive and Foot Power) for Leather, Cloth and 
Metal, Punch Tubes, Punches and Dies. All 
kinds and sizes made to order. Write jobber. 
Booklets free. Established 1858. 


190 Dorchester Ave., Boston, 





Mass. 
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Easier To Get Started; Easier To Keep Going ! 


HE BIG SIZE Asfaltslate Shingle is easier to And this shingle is easier to keep selling because 
get started selling, because it has been adver- it invariably makes friends, and also because Carey 
tised nationally, and also because it is definitely helps you sell it. You’ve heard of the famous Carey 






superior in every way. 50-50 dealer plan. The coupon will bring you our 

dealer book and complete information on this plan 
It is heavier (weighing approximately 300 pounds to that is helping Carey dealers all over the country 
the square), thicker (giving a deep shadow line), double and triple their business. 


and it is 10 by 1534 inches, (giving a 5 inch exposure 


sad still making a three-thickness roof). Get started with “the Shingle that Never Curls. 


It comes fn four natural slate colors, the new dis- 
tinctive silver green, blue-black and red. 








Your public knows this shingle—knows it is better 
to have on a building, and less expensive to apply. 


THE PHILIP CAREY COMPANY 


521-541 Wayne Ave. Lockland, Cincinnati, Ohio 


Better fill out and mail the coupon today. 















THE PHILIP CAREY COMPANY 
521-541 Wayne Ave., Lockland, Cincinnati, O. 


Gentlemen: Please send copy of “Before You 
Build” booklet to 










ASFALTSLATE 
SHINGLES 


THE SHINGLE THAT NEVER CURLS 


a) i a a Of es ae ee 2 Oo e's Se SS oe eS 62 6.6 OC. 7 VP aoe 2 2. eC 9 2 8:2 O @ 2.3992 2:8 
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—and the Snap-On 
Dealer Makes Another Sale 


He turns inquiries like these into sales because he is always 


ready with the correct answer and the best wrench for nha - on. 
each man’s particular needs. 


His investment is astonishingly small because— INTERCHANGEABLE 


All Snap-On Units are interchangeable and readily Socket Wre nches 


Salable in one combination or another. Turnover 
is rapid and uniform and there’s no dead stock. 





This adaptability of the Cabinet stock is also a feature of all 
Snap-On Sales helps, such as the Universal Car Owner Box 
shown below. The display card is so arranged that you can 
change the car name from “Buick” to any other car you choose. 
Select the correct Snap-On Units from the Cabinet with the 
“What Car Do You Drive” book and you can sell the same box 
filled with tools for any car—no tool stock is permanently tied 
up in any one set. 


Where else can you get such admirable flexibility? Write for 
full particulars. 


SNAP-ON WRENCH COMPANY 


Manufacturers, Milwaukee 
Motor Tool Specialty Company, Distributors 
14 E. Jackson Blvd., Chicago, Il. 
Distributing Branches in 18 Principal Jobbing Centers 
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Don’t Fail to Stock 
These Fast Selling Quality Bake Pans 


Increase your tinware sales by displaying quality goods priced 
right and stocked in sufficient variety to meet the require- 


ments of any housewife. 


the best costs little and pays good profits. 


order 





A stock of the numbers that sell 
For larger sales, 


>=» EKCO SANITARY BREAD and CAKE PAN S 















































ie 
SO | ; 
eA BREAD PANS VANITY CAKE PANS LOOSE BOTTOM CAKE 
> 
<2 “AS 
S P 
Le a ‘= i 
a, q a 
7 1X | \ is 
TA | \a 
 — 
—e | Heavy bright tin; heavily 
>>, ° ° 
> wired; rim neatly turned. 
aN Sanitary corners and bot- : , 
—_ onde y Heavy bright tin.. Bottom snaps 
<< i Improved Van Dusen patterns — into place. No leaking 
<2 of greaseless cake pans in all | 0% 7@bter. 
<< sizes. 
= ae 
—_ Write for prices on these staple numbers 
>> 4) Ekeo Sanitary Bread Pans Ekeo Oblong Biscuit Pans Vanity Cake Pans 
aes No. Caseeier Bice No. Description Size Van Dusen Patterns 
+ ~&= - 1 Ib. loaf 9 xb x23, 602  vesetesse ees 11x7%x1% Mfg. by 
>> 4 17 1% Ib. loaf.........9%x4%x2 4 633 POMP vccccevctvcces 13x94 x2 Edward Katzinger Co. 
i? 47 Coe iw eseccuts 9%, x5% x2") Ekeo Biscuit and Cookie Sheets - Square ‘ 
—- 57 1% Ib. loaf........ 10% x6 %x2%, No. Size Ew reerTrTerirerrri. ree TMxTWwx1\% 
—_ 67 > SY ee oo 11°4x7%x2% i , errerrirts ee eld Round—Deep—Tubed 
f [ } 1218T sense ee2 @ eo @ One 892 8686808086688 2x S29?T 8%” if ae ee ” 
CNT) Ekeo Sandwich Loaf Pan aie outusieslse. seek oe Raxié : Ab scat ile 31” deep 
>>—\ MT sivevvuheoesedecnunesenwed x on 
>—71) No. Size ~~ Px nd 184 Sn. . scondhewes 11%” deep 
S GD meee reese cseseteseseees 13%)x4%x3 Kkeo Domestic Science School 
>> ‘ A Pans Obiong 
>— 77 Ekeo Family Deep Bread Pans No. Size SAL elt POE A: OEIC * 714x44x3\% 
oa No. Capacity Size : ee a ee ha Swansdown Cake sian 
b> 606 ’ OS eee rs. ew RRSER ES S288 rh ere ENS ' No. ize 
>" 607 i. | ear 10%x5\4x3 Ekeo Tin Drip Pan4 193T Soe” BO, wccccasens 3% deep 
—— 608 Ib. loaf pecestess 11%x6 x3 No. Size Ekeo Drawn Angel Food Pans 
> G40 Sponge Cake ...... 130 x4%x2\% eer 8x10 Tubed 
a EKkeo Square Jelly Cake Pans . rat onan Seanad Ty leieioat >. eae . Capacity - 
<i No — Size Lb Ee et ee oe eee oe 40. weer eneade os. hs detugs¥ 6 x2 
{7 ee re 8x 8x1 elk 5 Aalders aah ih ek sith - Glare wiimiadehes ee eRe: 6%x21% 
st N — FE Prerrerrr er Tt. ree Te 9x 9x1 Ekeo Loose Bottom Beene and 8 A ee rae 8 x2! 
=_ Bn ib.4aN Ss eek eenseede hens 10x10x1 Cake Pan Ge > evecedebéns D6 Va eWe o's ws 8% x2 
“| Deep No : ae = ‘ oni % Ekeo Drawn Pudding Pans 
. 20 UUM LIOW ccc ccccvccccsven x9x1l¥ - , 
——_- ne err 7 Y%x7%xI 202 TR oes cc acs siceenaiallll 9x9x2 Without ‘Tube 
ix NE wk aia asl ta ech hc ask edt aia ae ta eat 9x9 x1l¥ 203 oe errr ee 9x9x2% No ret Size 
> AY Extra Deep EKkeo Loose Bottom Cake Pan oaee weTTe Cr. mer seneress 3% ou 
TZ Oe  Wavaseedkvumeskieakeiond Sx 8x on Legs SEL sreveccees Bo coccccens ax 
<< EERE KUEN erry emi TE 9x 9x2 No. Description Size 1241%.....6.-- 14m... --e eee 8 x2 
—_, Det: cnet cepacia Wkeia eae 10x10x2 251 Tubed .......2+--eeees 9x9x2% oe Stee eeees 8%x2% 
<< . , ° 
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